IY SO,THIS YEAR - I'M DOIN’ 
EVEN A BIGGER JOB! 
WINDOW AN’ COUNTER DISPLAYS 
AN' ADS IN TH’ LOCAL PAPERS! 
COME INSIDE! 


( SUPPLIES INA MONTH Fee 
THAN I'D SOLD 4\ 
ALL YEAR! | uy 


SOME SEASONING--A SAW 
LAN’ A CHOPPER, JOUN! 4 


AY TWESE LARD 
PRESSES: ‘HOW 
MUCH? 


YOU A HOME BUTCHERIN’ 
alacant EH? 








I DONT SEE WHERE YOUVE NG 

GOT ANYTHIN' ON JIM'S STORE N ( 
DOWN TH' STREET. JOHN! « HMPH! 
HE CARRIES A COMPLETE wet 


Ya. SUST PASSED Y HM! WELL, THATS TH’ 
BaIIM'S STORE-- )DIFRENCE BETWEEN 
TQuieT AS A _/SU6T RUNNIN' A STORE- 


TOMB ! AN’ RUNNIN’ A PROFITABLE 
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You SAVE 


ON YOUR BRUSH 


Inventory 













Remmi 


hen you take on the Wooster line 
of “Foss-Set” Brushes you get a scien- 
tifically balanced line of 26 of the 


best-selling items. Wooster, after Y 
many years of study and research of ; 
brush buying habits, offers a con- E 


densed line of quality brushes cover- 
ing the widest range of uses and 
meeting every demand. If you are 
not now doing a large volume of 
brush business, on a small invest- 
ment, the Wooster Jobber’s salesman 


will be glad to show you how you THE NO. 10 WOOSTER 
can increase your brush profits with VARIETY VENDER 

° | 
a lower inventory cost. Ask the Wooster jobber’s sales- i 


man to explain the Wooster 
3-point Merchandising Plan. 


2z7 


THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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Semmens, 


Geman me 




















THE NEW YALE 506 AIRLINER 
FOR MODERN DOOR CONTROL 


AT NO INCREASE IN PRICE! 


For combination doors this winter — for 
screen doors next summer 


The approach of wintry winds means this opportunity 
to make money: sell your customers on protecting them- 
selves from loss (in quiet, comfort and heating expense) 
due to doors that are not automatically closed. 

And the arrival of the new Yale 506 Airliner means 
you can offer them — at no increase in price — the best- 
looking, cleanest, most efficient light door closer ever made! 








A NEW ADVANCE 
IN LIGHT DOOR CLOSERS 






THE NAME VALE 
HELPS MAKE THE SALE 









1. Smart, modern appearance 









2. Quick, silent closing 
(pneumatic type — coil spring) 






Your jobber has a stock of new YALE 
Airliner Door Closers. If not, write direct 
to us. Also: ask for free folders, “Is Your 
House Haunted?” 





3. Easy to install and adjust 
(reversible for right or left hand door) 











4. Stays clean (spring is covered) 





S. YALE quality materials and 
workmanship . 






6. Moderately priced 





THE YALE & TOWNE STAMFORD CONN. USA. 
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CONCENTRATE ON 


GQonFYEAR 


Now’s the time to decide to concentrate on 
one brand of hose —Goodyear—if you want 
your full share of hose profits next season. 
All Goodyear hose carries tough, long-wear- 
ing covers of specially compounded rubber 
over stout carcasses reenforced with strong 
cotton cords. 





we SUPERTWIST* CORD HOSE — A lightweight yet 
extremely durable hose that even women 
and children can handle easily. Brown 
cover. Made with a reenforcement of the 
famous Supertwist cord. 


GLIDE* CORD HOSE— A good hose at a mod- 
erate price. Ribbed red cover. Molded 
hose, reenforced with heavy double- 
braided cotton cords. Also available with 
black cover. 


3. PATHFINDER* CORD HOSE— High quality at 

* low price. Green cover. Heavy, single- 

braid, cotton-cord reenforcement. Also 
furnished with black cover. 


OAK* GARDEN HOSE— Designed expressly for 
the low-price market. Single-braid, cot- 
ton-cord reenforcement, corrugated dark 
brown cover. 

*T.M.'s The Goodyear Tire & Rubber Company 





FourAces! 


_.. it comes to choosing 
a line of garden hose, 
you’re the dealer. 


And for once you've a right 
to shuffle the cards, cut them 
—and deal yourself four aces! 


Because Goodyear hose decks 
you outwith them—all trumps. 
So it doesn’t matter who calls. 


There’s the man who wants the 
best hose money can buy. And 
the customer whoasks for more 


than his share of quality for 


THE GREATEST NAME 


et LL, CLL Youle MLL 





the least possible money. Then 
there are the “middlemen” — 
they want “light hose,” or 
one that’s “easy to handle,” 
or “something tough” for a 


small sum. 
The point is this — 


Goodyear quality is ace-high, 
and everybody knows it. So 
when you can say “this is 
Goodyear hose” — you just 
don’t need anything else. 


Because nobody ever even tied 
these four aces! 
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Your Contractor-Friends 
the Need to Figure Their Jobs 
“THREE BUTTS TO A DOOR” 








a) ae a 
Pi i” 


























That You'll Increase Butt Sales 
20% by Tying In With This Campaign 


* 
a 











Remind a builder that it may cost 
more to repair a single warped door 
than to put the third butt on every 
door in the house. Remind him to 
figure his jobs “‘three butts to a 
door” for doors that hang straight 
and true and close with a swish, for 
latches and locks that click to a 
perfect fit. It will pay you! The 
Stanley Works, New Britain, Conn. 
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FLORENCE HELPS YOU SELL 
IN THE BIG HEATER MARKET 


OIL HEATER 1y 


ARKET 
IS MOVING y 


PTOA 








NATIONAL LEADER 





1. Nationally Advertised Line: A full color sched- 
ule in National Magazines reaching millions of heater 
prospects in city and on farm. 


2. Liberal Co-operative Advertising with Florence 
ready to help you with your local newspaper advertising. 


3. 31 Heaters for 100% Sales: You can meet all 
comers for need and price with the Florence Line of 
Oil-Burning Heaters. Amazing new Driven-Aire models; 
Circulating, Radiant, Cabinet Heaters . . . pot-type, sleeve- 






16th Street, San Francisco. 











Tenet Pealers have 
Ly Ciboartayes 


typé, wickless-type burners. All priced right for the mar- 
ket, with liberal mark-ups. 


4. Sales Helps that Really Help: Colorful window 
trim, free folders and catalogs to bring ’em in; and big 
sales-aid chart to help you close em. 


5. Certified Heater Facts: A Facts Tag on each 
heater, giving capacity and other important information. 
Helps you recommend the right heater for each need— 
speeds the trade-up—insures sales that stay sold. 


FLORENCE STOVE COMPANY General Offices and Plant, Gardner, Mass.; Western 
Offices and Plant, Kankakee, Ill.; Sales Offices: 1458-59 Merchandise Mart, Chicago; 45 E. 17th 
Street, New York; 53 Alabama Street, S. W., Atlanta; 301 N. Market Street, Dallas; and 2730 


ORENCE OIL HEATERS 


WORLD’S GREATEST LINE .. . TAGGED WITH CERTIFIED HEATER FACTS 


6 


HARDWARE AGE 





Uniformly STRONGER 
TOOLS... 


See 


..SELL BETTER 


..- made from tougher 


NICKE 


ALLOY STEELS 





+ Heavy duty pipe wrenches for 
various types of service must be 

able to withstand severe punishment 
Hooks, heel jaws and pins, for example, 
must be highly resistant to shocks and 
stress. Therefore, in pipe wrenches made 
by Ridge Tool Co., Elyria, Ohio, Nickel alloy 


steels are specified for such parts. 















Whether most of your tool orders come from 
purchasing agents or operating men, you can 
save your time—and theirs—by being able 
to explain, “This tool saves you money be- 
cause it’s made from Nickel alloy steel. Nickel 
makes it stronger and tougher.” The effects of 
Nickel on steel are such as to improve the 
physical properties without introducing undue 
fabrication difficulties to trouble the tool manu- 
facturer. For other helpful selling facts, please 
write for a copy of “Nickel Alloy Steels for 
Hand Tools”; yours without cost or obligation. 




















= Wear resistance is usually 
the prime requisite in shovels, 
but toughness, high strength and 
lightness are also essential. So the 
Ingersoll Steel & Disc division of the 
Borg-Warner Corp., New Castle, Ind., 





= Respected tool mak- 
ers, such as Stanley Tools, 
New Britain, Conn., built their 
reputations by using the right alloy in 
the right place—usually Nickel for strength 










where the stress comes. The sturdy blade of this specifies Nickel-molybdenum steel. This 

fn. Stanley screw driver is forged from Nickel alloy Nickel alloy steel is specially rolled and 

yy steel for long wear and resistance to abuse which heat treated to withstand the bending test 
most hand tools receive. pictured here. 


THE INTERNATIONAL NICKEL COMPANY, INC. new'vorn: w.v. 
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ecto SYSTEMS 


It's no secret that dealers who sell Myers Ejecto Pumps 
end Water Systems are getting more business than ever. 
Mechanically correct and built to precision standards with 
styles for practically any installation, it doesn't take a 
prophet to know that Myers Ejecto Systems are outstand- 
ing for performance values. That's the reason they have 
come to the front so rapidly as sales and profit leaders. 

















Quicker sales. More of them. Now is the time to step 
in line with Myers and go places this Fall with this na- 
tionally advertised quality line available through many 
leading distributors or direct from the Myers factory. 


Catalog and information mailed promptly. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 





Fiq. 3135 
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DUPLEX TYPE 


The DUPLEX- 





TWIN TYPE 
The TWIN-TYPE 















The PACKER- 






















is designed for TYPE is for small TYPE is designed 
simplicity and is diameter wells especially for 2’’- 
usually used where high capac- 214" and 3” wells. 






ity and rugged- 
ness are desirable. 


wherever well size 
will permit. 


Fiq.3244 Fig.3245 










Fiq.3243 











PUMPS — WATER SYSTEMS — SPRAYERS ~HAY TOOLS - DOOR HANGERS 
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~ KNAPP-MONARCGH eves 
APPLIANCE DEALERS A NEW 
SELLING PLAN...and helps them 


~ m a 
eee yw 4 
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42,000,000 SELLING MESSAGES IN THESE IMPORTANT MAGAZINES 


Woman’s Home Companion—American Home—Better Homes & Gardens 
will tell ajconstant story of the 45 efficient 1M electric servants through- 
out the fall selling months. Impressive color ads for Christmas will 
remind women of the common-sense way to do their Christmas shopping 
—will show leading #M items as ideal Christmas gift suggestions. 
Merchandising minded appliance merchants will stock these items— 
display them—reap extra Christmas profits. 


This news will cause 

pocketbooks to open—cus- 

tomers to enter the stores 

of 8M Dealers everywhere. 

The new Knapp “‘Speedster”’ 

—dquality electric shaver for 

a $5 bill— makes business for 

you on this “Best Buy”’ in the 

shaver field. Demonstrate and 

sell Knapp Shaver advantages. 

Get your share of the long profits 
on this fast turnover item. 





HEME DEALERS MAKE MONEY WITHA PROFIT MARGIN YOU 
CAN REALLY WORK WITH UNDER THE NEW 38M SELLING PLAN 


You take no selling time from your major lines 


when you follow the new Knapp-Monarch plan. Yet cT.R, 

every time you sell a @%M appliance you make a %, AF ac 

handsome profit. And by filling in the blank spots hy AMS 7 
c 


in your selling day with profit from a line of ap- 
pliances priced from $3.95 to $24.95, you clear a ———~ 

lot of dollars that you’d never get by just wishing 

for them. But that’s only part of the plan. Mail © KNAPP-MONARCH ~ 
coupon today for full details. } Ny 4 
THERE ARE 45 HEM PERFECT ELECTRICAL & oc s 
SERVANTS THAT DO BIG THINGS..... 
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MAKE IT WORK 


KM National Advertising is 
rolling up new sales for 


Traffic appliances es ae Md 








DEALERS ALREADY REPORT INCREASED 
STORE TRAFFIC FOR IEM. APPLIANCES 
FEATURED IN NATIONAL MAGAZINES 
AND ON RADIO NETWORK..... 





A NEW WAY TO SELL—A 32-page booklet written by 
A. S. Knapp, president of Knapp-Monarch Co., whose 
knowledge of practical salesmanship has made &M a 


leader in one of the most competitive in- 
dustries in the world—explains simple 
methods to help dealers close more sales 
—make more money—on all the lines 
they handle. 


KNAPP-MONARCH CO., 
Bent and Potomac Sts., Saint Louis, Mo. 


“sy 
‘ I 
— 

() Please send a FREE copy of “A New Way to Sell,” by 1 
A. S. Knapp. No obligation, of course. i 

1 Send complete details on the Knapp Natural Angle , 
I 

I 

i 

! 

I 

I 

a 





Shaver. 
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There are plenty of potential fence customers 
right in your own community. People who are 
planning to buy fence when they “get around 
to it.”” If you can offer them more solid fence 
values, you’ll “bring them around,” have the 
inside track on their business. 


Here’s a perfect opening for the exclusive 
hard-hitting sales features in bethanized fence. 
When it comes right down to selling, bethanized 
fence really goes to town. It has this outstand- 
ing advantage over ordinary fence: The protec- 
tive zinc coating is applied by electricity. 


‘ 





What does this mean? First, it means that 
the bethanized coating is uniform in thickness. 
Second, that the bethanized coating is 99.9+- 
per cent pure, and as ductile as gold leaf. It’s 
twist-proof, stretch-proof, and flake-proof. 
Finally, all bethanized fence is woven of heavy 
full-gage wire containing not less than .20 per 
cent pure rust-fighting copper. 

Stock bethanized fence. Push it. You’ll be 
delighted with its ready sale and the repeat 
business it brings. There’s a style of bethanized 
fence to fit every farm need. 


BETHLEHEM STEEL COMPANY 
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LIFE With Mother by Garrett Pri 
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ports: Let's grt one of those new Marn 
Twine, and we'll keep the hungry mouths full of wafiles. 








& \ ww 
o\ 
er |) 
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weorcaton SHOWS wmetn 
aces 15 HOT ENOUGH 


a roe sarre® 
~ 


poRts: You se. it makes & waffle on each 
side...that means it turns them out twice as 
fast. And you don’t have to keep looking at 
them, because the automatic control bakes 
them just the way you want them every time. 








Has Twins 


C—The Waffle Baker That 


TWIN-O-MATI 





@ We're telli 
Ing the world ab 
that has Twins...in Life m = oe Tae Reker te Reine 
, agazine...wi -Bowman W: 
cards, window displays, consumer 1 with counter on your counters, in n Wafile Baker that has Twins, 
eaflets, etc.Get that people w : . your show windows. You'll find 
ant this Waffle Baker. Y: 
. You'll find that 


MANNIN 
G, BOWMA 
N & CO 
+» MERIDEN 
» CONN. » BRANCHES: NEW YORK 
* CHICAGO 
* SAN FRANC 
1sco 
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1000 LEADING STORES 


FEATURE THE FAMOUS 
REVERE COPPER CLAD 








STAINLESS STEEL SETS 





Illustrated is famous Revere 11-purpose set. 


In less than two years, Revere Ware has become Get your share of these full profit sales by: 
the livest houseware item. It is the only Copper 
Clad Stainless Steel Ware—backed by 27,653,865 
advertising selling messages in color in Life, Good 
Housekeeping, Woman’s Home Companion, Parents’ 
Magazine and This Week. Sets. 

3—Featuring Revere Ware on the budget plan. 


1—Tieing-in with local advertisements featuring 
Revere Ware Sets. 


2—Displaying and Merchandising Revere Ware 


Look at these results for a medium sized store 


in each of these cities: Write now for Free Sales Aids 
ere $350.00 Complete newspaper ads, mats, radio scripts, heat- 
Youngstown, Ohio ................0... $800.00 stick demonstrations, display suggestions, enclosing 
| || nae: $150.00 slips, news articles, counter cards sent on request. 
COR, TIE. ara seicmsstsnieanceniacsiantal $400.00 Write now to: 


COPPER-CLMD 
STMUMLESS STEEL 





REVERE COPPER ano BRASS incorporaten - 
ROME MANUFACTURING COMPANY DIVISION ~- Rome, New York 
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= the American Chain SALES- 


MAKER (No. 38) get many sales that would c 


otherwise be lost. Let it give you the snappy action it 





















has given to thousands of other hardware men. 

This popular SALES-MAKER really sells chain— 
“right off the reel.’’ It’s like an extra salesman special- 
izing on one job—and doing that job well. 

If you haven’t one of these profit builders working for you, 
see your wholesaler. You ought to have one and your whole- 
saler will gladly tell you how easy it is to get. 

In addition to full lines of American Welded and Weldiess 
Chains there are also cotter pins, eye bolts, cold shuts, lap 
links, repair links, round eyes, malleable castings, grab hooks, 
slip hooks, sash chain fixtures, screw hook hangers, shackles, 
S hooks, sling chain hooks, snaps, special attachments, swivels, 
toggles, utility jacks, welded rings, harness hardware and many 


other products. 


Sell AMERICAN 
when you sell chain 


AMERICAN CHAIN DIVISION 
YORK, PENNSYLVANIA 


In Business for Your Safety 


AMERICAN CHAIN & CABLE COMPANY, Inc. 





FS =——sAMERICAN CHAIN DIVISION HAZARD WIRE ROPE DIVISION READING-PRATT & CADY DIVISION —_ in Conado: 
: AMERICAN CABLE DIVISION MANLEY MANUFACTURING DIVISION READING STEEL CASTING DIVISION Bis pees ere ; 
HOVE | ANDREW C. CAMPBELL DIVISION OWEN SILENT SPRING COMPANY, INC. WRIGHT MANUFACTURING DIVISION engmITiSH WIRE PRODUCTS, LTD.” 


SZ) FORD CHAIN BLOCK DIVISION PAGE STEEL AND WIRE DIVISION mo H% THE PARSONS CHAIN COMPANY, LTD, 
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Sherman Law— 


Fifty years ago the Sherman 
Law was enacted to protect the 
American people from predatory 
monopoly. At the time it was 
a much-needed legislative curb 
against cooperative agreements be- 
tween competitors that threatened 
to destroy free competition in cer- 
tain industries—notably the law 
was needed to break up the to- 
bacco trust. In the half century 
that has followed its passage, this 
law has become obsolete. Amend- 
ment is urgently needed that 
greater general good may be en- 
joyed under its basic, proper pro- 
tection. As it stands on the books, 
the Sherman Law prohibits co- 
operative agreements among com- 
petitors even when the proposed 
agreements are beneficial to in- 
dustry, distribution and consumers. 
No interpretive leeway is permit- 
ted the courts and so the motives 
involved are no factor—coopera- 
tive agreements are prohibited and 
that is all there is to it. The Sher- 
man Law looms up in every group 
meeting of business as a dread 
spectre which suddenly, with the 
full majesty of the law, may 
swoop down on honest men and 
throw them into jail. It has made 
leaders in the same field of in- 
dustry fear to exchange mutually 
helpful data based on experiences 
that could often result in public 
benefit. Fear of the Sherman Law 
has become so widespread that 
convention speakers manicure 
their recommendations and reso- 
lutions committees gingerly han- 
dle any really important decisions. 
Some of the really worth while 
benefits of organized business 
groups have been tragically 
thwarted on “advice of counsel.” 
And without the “advice of coun- 
el” business executives are reluc- 
tant to participate in major 
industry improvement programs. 
And, unfortunately, many attor- 
neys have had a continuous “Ro- 
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man holiday,” scaring business 
men away from some very pro- 
gressive moves by waving the 
shadow of the Sherman Law over 
their heads. Truly this law has 
become the “bogey man of busi- 
ness.” It should be amended and 
that is the gist of a very compre- 
hensive message, elsewhere in this 
issue, by Felix H. Levy. Every 
reader should earnestly read and 
consider Mr. Levy’s authoritative 
article which will be found on 
page 28 of this issue. In a later 
article, scheduled for an _ early 
issue, the same author will spe- 
cifically suggest an amendment to 
this now outmoded law an 
amendment which business should 
welcome. 


Who Is 


A Consumer ?— 


Whenever an amendment to the 
Sherman Law is proposed; when- 
ever there is consideration for 
fair-trade legislation or similar 
moves to permit business to be- 
come more efficient and profitable, 
up jumps some “defender of the 
consumer.” Of increasing impor- 
tance is the growing, organized 
so-called “consumer movement.” 





It is rapidly becoming one of the 
strongest blocs or pressure groups 
with which lawmakers must reck- 
on. Many defenders of the con- 
sumer may be self-appointed, 
using this cloak to hide some 
socialistic, communistic or other 
un-American radical movement. 
Nevertheless, we are most con- 
scious today of this activity and 
sometimes it is very perplexing. 
Personally, | have always thought 
everyone was a consumer and, 
therefore, believed all popular elec- 
tions represented consumer opin- 
ion and’ preference, to the greatest 
possible degree. If | am right, and 
I am sure I am, employers and 
employees alike are consumers 
and have commoy interests. If 
business can be made more effi- 
cient and more profitable, stock- 
holders, workers—in fact, every- 
body interested—will benefit be- 
cause at some stage we are actu- 
ally all consumers. If we make 
more money producing or distrib- 
uting one line of goods we possesss 
increased buying power (as con- 
sumers) to buy wares produced 
and distributed by those who use 
our goods and services. And so on 
down the line. So I wonder who 
is a consumer and what is a con- 
sumer movement, in the minds of 
those who professionally (and 
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perhaps profitably) profess to be 
the defenders of the consymer. 
Will somebody please tell me so 
I can tell our readers? 


Drop 
Shipments: 


Comments on these pages, in 
our last issue, regarding unioni- 
zation of wholesale hardware em- 
ployees, have inspired some inter- 
esting comments from readers. 
From an executive of a wholesale 
house which has not yet suffered 
any labor difficulties comes the 
following: 

“During my vacation trip I 
visited several wholesale firms 
who have had strikes or threat- 
ened strikes. One jobber was 
tied up for several weeks. Most 
of his nearest competitors co- 
operated in handling shipments 
to dealer-customers but the 
greatest shock was his experi- 
ences with ‘drop shipments’ 
handled by manufacturers. More 
than 60 per cent of his dollar 
volume, during the closed down 
period, was handled that way, 
with dealers cooperating to the 
extent of placing relatively larger 
orders to permit economical 
packaging and shipping. This 
friend now wonders, and so do 
I, whether or not he can con- 
tinue to enjoy these larger unit 
orders and have more goods 
handled direct on a ‘drop ship- 
ment’ plan. This might decrease 
his warehouse personnel and 
thus reduce his gross wages cost 
more than the additional pay re- 
quired since the termination of 
the strike.” 

I don’t know the complete an- 
swer to this question! Offhand, I 
am under the impression that 
many manufacturers extended 
“plus service” during this jobber’s 
shutdown as a matter of courtesy 
and good will. I doubt that they 
would be inclined to continue this 
arrangement, for it is probably 
too costly from the manufacturers’ 
point of view. In fact, I think it 
may also be unfair to expect this 
“plus service” except under emer- 
gency conditions. Further, if too 
much pressure is put on factories 
to render such service as a regular 
thing, many will be reluctant to 
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even consider the idea in an emer- 
gency, fearing such a courtesy 
may create an undesired prece- 
dent. This, of course, does not 
apply to certain seasonal large 
volume items which are normally 
“drop shipped” and priced ac- 
cordingly. 


Defense 


Program :— 


Yesterday (Sept. 16, 1940) 
President Roosevelt signed his ap- 
proval to the Burke-Wadsworth 
Bill, providing the machinery for 
compulsory military training of 
one year for young men 21 to 35 
years old. There are, of course, 
certain exemptions, such as physi- 
cal disability, essential employ- 
ment, need for supporting de- 
pendents, etc., but the goal is an 
army of 1,000,000 trained men, 
properly equipped. It is the first 
peacetime draft in the history of 
our nation. Its full import is such 
that, despite many months of 
preparation for the actual passage 
of the bill, we find ourselves 
strangely yet appropriately con- 
scious of the price to be paid for 
our kind of life, liberty and the 
pursuit of happiness under mod- 
ern international conditions. Ex- 
cept in actual war periods we are 
as non-military a strong nation as 
can be, but for several months 
past we have hardly been “neu- 
tral.” It would be more accurate 
to describe our status as “non- 
belligerent.” For some weeks we 
have been anticipating’ some form 
of selective compulsory military 
training and the calling out of the 
National Guard and of reservists 
for a full year of military train- 
ing. We knew that this phase of 
our new national defense program 
would dislocate business opera- 
tions and family circles—yet until 
men actually started for camp, 
yesterday and today, it still seemed 
like a remote rather than a pres- 
ent contingency. And now this 
program of building our largest 
peacetime military machine is 
under way. Several of my per- 
sonal and business friends, mem- 
bers of the National Guard or the 
Reserve, have already been called 
for service. More are scheduled 
to go. In our own HarpwareE AGE 


organization there are several 
young men, of good health and 
character, who may likely be in 
uniform within the next 90 days. 
Some are of draft age and others 
belong to the National Guard or 
hold reserve commissions. And so 
the defense program begins to hit 
home, in our business and yours 
and among our circle of personal 
and business friends and among 
your own. The program is under 
way. 


Dislocations :— 


Very little has been done by 
business generally to cope with 
the dislocations that the peacetime 
draft will cause. Just as we have 
tarried with our defense program, 
so has business delayed any plan- 
ning until the draft law became 
effective. Now that it is here, we 
see it and feel it. Help wanted ad- 
vertisements are phrased “men 
not of military age preferred” or 
“only married men with families 
need apply.” Men of 40, in good 
health and with proper experience 
and qualifications will be in de- 
mand. The supply of competent 
men of non-military age may be 
limited. Young men who experi- 
ence a year of army life will learn 
real discipline, will develop regu- 
lar living habits and will be better 
men for their military training. 
Their bodies will be stronger and 
the good ones will become more 
self-reliant, better citizens and bet- 
ter employees with a greater sense 
of responsibility when they return 
to civilian life. Many will learn 
a trade, an opportunity hitherto 
denied them because of economic 
conditions. Much lasting good, 
once we have readjusted ourselves 
to the dislocations of the draft 
program, can follow this national 
emergency measure. 


Buying 
Power :— 


The huge buying program that 
is so important in the plans for 
defense staggers the imagination. 
It promises greatly increased con- 
sumer buying power from in- 
creased payrolls and improved em- 

(Continued on page 55) 
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ILCO Ball Bear- 
ing DOOR CLOS- 
ER—This rugged 
rack - and - pinion 











H ball bearing Super 
Closer will deliv- 
er, size for size, 
more power with 
less friction than 
any other closer 
on the market. 
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ILCO Universal DOOR CLOSER, No. 33— 
This modern, efficient liquid closer is built 
to stand up under the most severe usage. 
Accurately adjustable. For universal mount- 
ing without change of parts. 





ILCO Universal DOOR CLOSER, No. 650— 
For light inside doors, screen and storm 
doors. Has substantially the same features 
as the large ILCO Universal models. For uni- 
versal application without change of parts. 





INDEPENDENT LOCK Co. 


Jump right into the middle of the big door closer market! There’s 
plenty of extra business there for you. this fall. Every office, every store, 
every building—even every home!—mneeds door closers, and now is 
the best time to sell them. 

ILCO puts you on the right side of door closer sales, with a line that’s 
engineered to meet all the various requirements of this big market. 
ILCO Closers are easily installed—and are guaranteed against defec- 
tive materials and workmanship. , 

Here’s a really BIG market—and now is the time to work it. Write 


today for the ILCO Catalog and full information. 


USE THIS ON YOUR COUNTER 
FOR BIGGER SALES! 


This attractive, colored display card tells 
the closer story at a glance! Use it with an 
ILCO working display mount. Both are 
FREE with order . . . write for proposition 
today! 
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The Hennepin 
Avenue branch. 


Warner’s Lakes Its 


| WO branch stores. 


featuring stocks as complete as 
those carried in the downtown 
establishment, serve to bring the 
main store of the Warner Hard- 
ware Co. to the people in the 
neighborhood sections of Minne- 
apolis, Minn. Sales volume to date 
in the branch stores prove that 
customers like the convenience af- 
forded by them and volume in the 
main store seems to be affected but 


HENNEPIN AVENUE: 
Step-up display units im- 
prove the presentation of 
merchandise on tables which 
are arranged in batteries 
and are placed back-to-back. 


Two branch stores featuring 
this Minneapolis firm to 


little as a result of these additional 
outlets. 

Stocks in the branches are just 
as complete as in the downtown 
store. These stocks are not as 
large but this is not necessary 
since additional merchandise can 


be secured from the main stock 









Skis are shown 
in winter while 
steel goods are 
shown in summer 
in this section 
along a window 
background and 
sidewall at the 
store’s front. 





Downtown 


every day. Usually one thinks of 
branches having stocks of only 
the most popular selling items, but 
Warner’s developed their branch 
stores with stocks representing as 
complete a variety as that carried 
in the downtown headquarters. 
Both of the branch stores are 


Bathroom fixtures are in 
this corner at the rear. 
Miscellaneous plumbing 
items are displayed on 
panels on the wall and on 
tables in this section. 
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other sections of the city 


large. The Hennepin Avenue store 
was established more than two 
years ago and was the first one. 
It has a floor space of approxi- 
mately 40 ft. wide and 100 ft. 
long. The West Broadway Street 
store is not quite a year old and 
is approximately 45 ft. wide and 





complete stocks have brought 


85 ft. deep. A public parking lot 
located at the rear of this store 
has proved to be a great conveni- 
ence to customers. 

Everything about the branches 
impresses upon the customer that 
these stores are able to render a 
complete and efficient service. Dis- 


The branch 
West Broadw 





Several mass displays of 
promotion items are shown 
on platforms in the store. 


ges 


WEST BROADWAY: Left—Displays of popular selling housewares are built up high on tables ar- 
ranged in batteries. Right—Both panel doors aud open case fixtures are used for the tool department 


which is located along the sidewall. 
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The ledges are of decided aid in increasing display space. 


on 
ay. 
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WEST BROADWAY: Left—Open fixtures with adjustable and flexible display 


equipment facilitates the showing of seasonal sporting goods. 


Right—Fixtures 


showing gift and electrical goods at the front have adjustable glass shelves. 


play space is arranged to provide 
the greatest flexibility in aggres- 
sive merchandising. Modern fix- 
tures are used in each establish- 
ment. The Hennepin Ave. store 
has been remodeled since its start 
while the most modern equipment 
was installed in the West Broad- 
way branch at the beginning. 

Merchandising activities of the 
branches are tied in closely with 
those of the main store. Some ad- 
justments in this program are nec- 
essary from time to time in one 
or the other branch and usually 
the program is augmented in the 
branch stores because of the great 
er display facilities available. Ex- 
cellent window display space is 
available in both stores, with the 
result that many items can be pro- 
moted in the neighborhoods that 
cannot be allowed space down- 
town. 

Advertising for all stores is 
planned and executed by head- 
quarters. Direct mail advertising. 
when used, is most effective in the 


HENNEPIN AVENUE: Spot 
displays"xtflank the entrance 
and feature seasonal items. 
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sections served by the branch 
stores. Newspaper advertising is 
used more than any other adver- 
tising medium. 

The location of departments and 
arrangement of merchandise in 
fixtures in the branch stores are 
as near alike as it is possible. As 
a result, employees in these stores 
can be shifted from one to the 
other with little difficulty arising 
from lack of familiarity with 
stocks. The West Broadway store 
carries a slightly larger stock of 
housewares than the one on Henne- 
pin Avenue but this is almost the 
only difference. 

The location of some of the de- 
partments in these branch stores 
is very radically different from the 
usual practice in hardware .estab- 
lishments. For example, the steel 
goods departments in both 
branches are located at the front. 
Usually this merchandise is shown 
at the rear of the average store. 
Leon C. Warner, Jr., treasurer and 
general manager of the company. 


A canopy fixture 
around a post per- 
mits sampling of 
lighting fixtures. 


explained the reason for this, say- 
ing, “The location of steel goods 
at the front in our branch stores 
works out very satisfactory. This 
is an important line with us dur- 
ing a great part of the year. In 
the winter months the display of 
this merchandise is reduced to a 
minimum and the space thus re- 
leased used to show skis. We en- 
joy a very good business on skis 
and this line must be shown at the 
front to be near other sporting 
goods. By using this space in this 
manner we can justify the loca- 
tion of the steel goods at the front. 
Sales on steel goods are better as 
a result of greater customer traf- 
fic past the merchandise.” 
Electrical fixtures and supplies 
is another line that is featured 
prominently in the branches. Can- 
opy displays, showing all types of 
fixtures, are built around posts 
in the store. Each unit on display 
can be illuminated for the cus- 
tomer. Table displays of electrical 
(Continued on page 68) 






Swinging paint panels are 
featured in the center of 
the paint department at 
the rear of this_ store. 
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Steady Advertising Brings 
Increase in Stove Sales 





Daum & Helm Hardware Co. also 
holds concentration on higher 
priced items helps sales gain 


on of competing 


with dealers selling competitively’ 


priced kitchen ranges, H. W. Mc- 
Cance, of Daum & Helm Hard- 
ware Co., Pittsburgh, Pa., con- 
centrates his selling efforts on 
$150 stoves. It must pay divi- 
dends for business in these lines 
has increased 50 per cent and 
sales for April averaged $103 per 
unit. 

Mr. McCance, who is the sole 
salesman in charge of this depart- 
ment which carries a stock rang- 
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Demonstrations in the window 





also serve to interest people in stoves. 


ing from $10,000 to $1,000, main- 
tains no average inventory, sells 
his way into repeat business by 
stressing the values of the $150 
stove. His territory covers the 
North Side of Pittsburgh and com- 
munities stretching down the Ohio 
River for approximately a half 
dozen miles. 

“For get-rich-quick _ contacts 
look elsewhere than in the stove 
business,” says Mr. McCance. 
“One doesn’t get rich selling 
stoves.” But, nevertheless, he has 


developed his selling technic until. 
for a one-man job, it certainly 
works. 

“We succeed,” he says, “be- 
cause we stress the higher-priced 
lines at all times. We show our 
patrons the advantages that other 
stores do not emphasize, and, as 
a result, we get orders for the 
high-priced stoves. Many hard- 
ware stores today do not handle 
stoves because of the competition 
with department stores and other 
retail units. We handle them be- 


2! 





cause we dodge competition by 
keeping in the upper - price 
brackets. 

“Knowledge of the merchan- 
dise accounts for 50 per cent of 
our stove orders,” says Mr. Mc- 
Cance. “One must know the con- 
struction of stoves. The salesman 
can learn it from catalogs, from 
working in the factory, in the 
office, on the road and from sell- 
ing in the store. But it all takes 
time and work.” 

Business comes in response to 
constant, well-planned advertising. 
In April and late in September. 
Daum & Helm distributes 15,000 
eight-page, three-color tabloids on 
gas ranges by means of a dis- 
tributing agency. This tabloid, 
bolstered by one-quarter, one-half, 
and full-page advertising current 
weekly in two North Side news- 
papers, stimulates a steady stream 
of stove patrons. 

“When prospects come into our 
store and look around,” says Mr. 
McCance, “we find out imme- 
diately whether they just came in 
out of the rain to see something 
pretty, or whether they want to 
know something about stoves. 
When prospects start looking 
around in a business-like way, we 
don’t let them wander around even 
when they say they’re just looking. 

“First we get them to talk. How 
much do they want to put into a 
stove? What features interest 
them? How well does the stove 
which they now own operate? In 
this way we learn which pros- 
pects really came in to buy a 
stove, either now or six months 
from now. Then we sell! 

“*You will be in the market 
soon, we lead off. ‘Now, while 
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you're here, let’s look over this 
$150 range so that you will know 
the features of a really fine range. 
Then you can decide upon buying 
more quickly.’ 

“Since 50 per cent of our sales 
depend upon knowledge of the 
merchandise, we first show our 
prospects a $189.50 range. It has 
features we can’t show on a lower- 
priced article. 

“Carefully we go over all its 
features, emphasizing each advan- 
tage, telling of drudgeries elimi- 
nated and why its performance 
stands up so well. 

“In selling our $150 range, we 
stress construction, style of 
burner, installation, and the acces- 
sories which go with a high-priced 
model, and we tell the prospects 
how to use them. When patrons 
ask about another familiar line, 
we compare the merits of our 
ranges with it. We push our own 
range, but do not ‘knock’ the op- 
position. 

“We haven’t sold a low-priced 
range in two years,” says Mr. Mc- 
Cance. “When patrons want to 
spend a comparatively small 
amount for a range, we show them 
what they will actually gain as a 
result of a more expensive pur- 
chase. If they haven’t the money 
for immediate investment, we ad- 
vise them to use the stove they 
already have until they can afford 
a better one. 

“Would you trade the coat you 
now wear and buy a cheaper one?’ 
we ask our patrons. “Then why 
buy a cheaper stove? The range 
you have at home works just as 
well as this inexpensive one we 
have here, so you gain nothing of 
practical value until you get the 


The burners and 
their various fea- 
tures are the first 
items Mr. Mc- 
Cance calls to 
the attention of 
the prospective 
customer. 








And the construction of the 
oven is next in importance. 


$150 one. The cheaper stove is 
really a luxury, for you gain no 
new features; while your $150 
stove contains many new features 
and is really a necessity.’ ” 

The sales talk varies in length 
from 15 minutes to an hour-and- 
a-half, depending on conditions 
and the receptiveness of the 
prospect. 

Many of the stoves stand on 
black wooden platforms with cast- 
ers on all four corners and are 
raised 4 in. above the floor 
level. Without these platforms it 
would require four men to move 
the heavier, larger stoves. All the 
higher-priced ranges set toward 
the front of the showroom with an 
occasional lower-priced one moved 
up front to fit into the arrange- 
ment. Some of the stoves, how- 
ever, stand on the floor; for then 
women can compare heights and 
suit their convenience. 


Builders’ Hardware 
Textbook 


ARDWARE stores will want 

copies of the textbook, “Tak- 
ing the Mystery Out of Builders’ 
Hardware,” by Adon H. Brownell, 
and published by Harpware AcE, 
as a guide and reference book for 
use by every member of the organi- 
zation. You can secure a copy of 
this first deluxe edition for only 
$3.00, cash with order or C.O.D. 
with a small delivery charge. In 
Canada and foreign countries the 
price is $3.50, cash with order. 
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Presenting Our Guest Editor 


FRANK E. LOUD 


M. R. Loud & Company, 
South Weymouth, Mass. 


Whose Subject Is 


Don’t Cut Out of Line! 


j= my many 


years’ experience in retail mer- 
chandising I have been a careful 
observer of trade tactics, not only 
in the hardware lines but in all 
branches of business catering to 
the buying public. I have seen 
all manner of schemes to lead or 
fool the public to buy, many of 
which have shortly or eventually 
proved to be boomerangs to the 
originators, and, I feel, a breach 
of principle in good business 
dealings. 

I have tried this “stepping out 
of line” myself on a few occasions 
and could report some very fruitful 
results. Consequently, I know 


there is a great temptation to ad- 
vertise a special day or season- 
able drive and for a stimulator to 
select a prize item, often an item 
“out of line,” of the promoter and 
at such a price that it demoralizes 
the legitimate merchandising of 
the item, condemns the manage- 
ment of the deal, and, in the case 
of larger interests, gluts the mar- 
ket to such an extent that the 
stores carrying these goods stop 
buying and find their stocks lie 
practically dead. This creates a 
feeling of antagonism against the 
manufacturer of this special “foot- 
ball” causing, without a doubt, a 
buying complex which must revert 
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e 
to the disadvantage of the maker. 

I know of no better way to 
make this special urge than to 
select a leader from our own line 
of goods and present the item un- 
der a fair sales leading method. 

We can specialize on a “baker’s 
dozen” (I never got one) or a 
dozen extra on gross order as a 
manufacturer’s deal. The retailer 
can then make a very attractve 
offer of the same or kindred mer- 
chandise and not encroach on the 
proper handling of any line of 
goods. 

In fairness to our own trade 
and in justice to all trades let us 
“keep in line.” 
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They bring © 
Brancis Brot 


lead to many 


I, takes a lot of custom- 


ers to buy more than 4000 penny 


valentines over a three-day period 
but it happened at the store of 
Francis Brothers, Inc., Reading, 
Mass. A large number of more ex- 
pensive valentines were also sold 
during this period, some of which 
cost as much as $1.00. All told, 
more than 6000 cards were sold 
and the store was jammed at times 
with people making their selec- 
tions. It’s a real record for a town 
of 10,000 population. 

This is the kind of store traffic 
that hardware dealers dream about. 
Francis Brothers, Inc., actually get 
it, and business on housewares, 
paints, gift goods and other lines 
benefit because of the greeting card 
business which attracts people to 
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ustomets sad 
hers, Inc..@ 
other sales 


Greeting Cards Are 


MANY POSTS 
w 








nd 


the store and keeps bringing them 
back many times during the year. 

In addition to valentine’s selling 
for one cent up to $1.00, other 
greeting cards retailing for two for 
5 cents, three for 5 cents and 5, 10, 
15, 25, 35, 50 cents and $1.00 are 


stocked. And Valentine’s Day is , 


only one of the nine special days 
for which seasonal greeting cards 
are available. 

“Sales of Christmas cards rep- 
resent the largest volume with 
valentine’s second in sales impor- 
tance,” said P. E. Anderson, man- 
ager of the department. “Easter 
cards rank third in importance, 
then come Mother’s Day, Father’s 
Day, New Year’s, graduation, 
Thanksgiving, and St. Patrick’s 
Day cards. 


MOSHIP 


POS | 
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Manufacturer’s display and 
promotional material was 
effective in helping sell 
the general cards featured 
in this attractive widow. 


Valentines are featured in 
this display. Attractive 
windows serve to identify 
the store as headquarters 
for cards of all purposes. 


“Sales volume in seasonal cards,” 
said Mr. Anderson, “amounted to 
slightly more than $1,000 in our 
store in 1939. Sales of general 
cards such as birthday, religious. 
sympathy, illness, and friendship 
cards are equal to the volume on 
seasonal cards. You can see that 
greeting cards are an important 
volume line which also carries a 
margin of nearly 50 per cent. In 
other words, a card selling for 10 
cents usually costs the dealer 5 
cents, 

“Display is the most important 
factor in selling greeting cards,” 
Mr. Anderson continued. “People 
like to pore over the assortments 
and if a card is to sell it must be 
shown. Cards are not sold—peo- 
ple buy them. All the salespeople 
in the store need to do is make 
change for the customer and place 
the cards in a paper envelope. The 
size of some individual sales of 
greeting cards will surprise a per- 
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son not familiar with this line. 
Frequently, sales more than equal 
the average sale in housewares and 
hardware lines. 

“The investment in greeting 
cards is not large. We have ap- 
proximately $200 invested in them 
during most of the year. This in- 
ventory increases when seasonal 
cards come into the stock but this 
increase is only for a relatively 
short time. 

“General cards require approx- 
imately 40 lineal feet of space 
along sidewall and on tables in the 
store. This space is used for these 
cards the year ’round. The display 
is located at the rear of the store 
so that people will pass other mer- 
chandise displays of seasonal 
goods. In addition to this, from 
14 to 40 lineal feet of table space 
is required to show seasonal cards 
at different times during the year. 
The greatest amount of display 
space is required at Christmas 
time.” 


Be the First! 


Francis Brothers, Inc., has been 
in the greeting card business for 
several years. The firm is well 
established as headquarters for this 
type of merchandise and they are 
the exclusive representative of 
some of the best manufacturers of 
cards. “It is important to be the 
first store to carry greeting cards 


in your community,” said Mr. 


Anderson. “Unless you can obtain 
the best lines and then build up 
volume and a following before 
other stores in the community be- 
come interested, the hardware mer- 
chant should not consider adding 
this line.” 

Stock records are essential on 
greeting cards and card manufac- 
turers urge dealers to keep such 
records. Many of the manufac- 
turers furnish the dealer with a 

(Continued on page 69) 
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Builders of Store Traffic 


Top—Seasonal cards are on tables at the front of the store. They 
are shown well in advance of the season and priced individually. 


Center—Cards for sympathy, illness, friendship, etc., are on center 
tables near the birthday cards and are also individually priced. 


Bottom—Birthday cards occupy the largest space of all the gen- 
eral cards and are located toward the rear along the sidewall. 
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This Firm Sells Service 






ERRETING out pros- 


pects and actively going after 
them, particularly for the sale of 
higher priced electrical appliances, 
brings a good sales volume to Per- 
ron & Co. of Southbridge, Mass., a 
community of about 13,000. Last 
year this active selling plan sold 
about 70 electrical refrigerators. 
40 washing machines, 150 radio 
sets and at least a dozen electric 
ranges, as well as seven or eight 
complete electrical kitchen installa- 
tions. 

One of the secrets of the suc- 
cessful merchandising of appli- 
ances is that the store is “selling 
service and people know it,” ac- 
cording to Phillip Rossi, of the ap- 
pliance department, “Service calls 
bring us prospects for merchandise 
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This mass grouping 
of kitchen ranges 
and washing mach- 
ines is adjacent to a 
model kitchen set-up. 
Manufacturer’s_ dis- 
plays and _ selling 
cards help sell these 
units. 


In one year Perron & Co. of Southbridge, 
Mass., a town of 13,000 population, sold— 


70 refrigerators 


150 radio sets 


go washing machines 


12 electric ranges 


7 complete electrical kitchens 


similar to that for which repairs 
are needed,” says Mr. Rossi, “al- 
though we do not ordinarily ser- 
vice equipment not purchased 
from us.” 

In addition to developing leads 
for sales of appliances, leads for 
the sale of paint, wallpaper, etc., 
etc., are often obtained, as a re- 
sult of service calls. Says Mr. 
Rossi, “Once we visit a home and 
succeed in getting the prospects 
interested in our store, we try to 
interest them in interior decorating 


plans and get the help of the paint 
manufacturer’s salesmen. We ob- 
iain paint and wallpaper business 
in this manner. A recent service 
call on the user of an old refrigera- 
tor resulted in the sale of a $159 
unit. We keep visiting users of 
old electrical appliances and get 
leads for sales from these visits. 
The manufacturer of the refriger- 
ator we handle equips his refriger- 
ators with a defrosting gage, and 
when we visit owners of previous 
models that do not have this gage 
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we install one for them. This 
builds good will and often gives 
us leads for sales of new equip- 
ment.” 

The firm has two outside sales- 
men, both of whom are authorized 
to sell anything carried by the 
store. Mr. Rossi handles sales and 
service calls, while the other sales- 


ke 


ri 


Refrigerators are always shown in at least two places in the 
store as well as in the windows. Here is a line-up of four 
models all of a single line but in different price ranges. 
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The modernistic front of the Perron store stops passersby 
and the attractive and well-lighted displays do the rest. 


man also devotes part of his time 
to collections. Instead of offering 
but one plan for a new kitchen in- 
stallation, or for the changing of 
an old layout, Mr. Rossi submits 
several plans and also attempts to 
get requests for the redecoration of 
other rooms. He says, “We give a 
lump price on the entire suggested 








set-up. Then if the price is con- 
sidered too high we will suggest 
lower-priced units. Upon compar- 
ing lines people will generally re- 
turn to the original plan. We have 
been selling complete kitchens for 
more than two years and sell seven 
or eight annually.” 

Like many other hardware con- 
cerns, Perron’s will accept old 
units ow a trade-in basis, reselling 
salable radio sets and appliances. 
People purchasing trade-in items 
are given the privilege, within a 
reasonable length of time, of ap- 
plying the full purchase price of 
the used unit toward new equip- 
ment. When deferred payment 
sales are made the sales are fi- 
nanced by finance organizations or 
banks, title to the equipment re- 
maining in the hands of the firm 
until completion of payment. 
Although payments on time pay- 
ment sales are supposed to be 
made direct to the financing insti- 
tution, the store will accept them, 
turning the funds over to the bank 
or finance company. This favor 
builds good will and often when 
people stop at the store for the 

(Continued on page 72) 
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: an Sherman Anti- 


trust Law was enacted on July 2, 
1890, and has therefore been a 
law of our land for the full period 
of 50 years. 

A foremost authority concern- 
ing the antitrust laws, Chief 
Justice Taft, while Professor of 
Law at Yale University, declared 
the Sherman Law to be “one of 
the most important statutes ever 
passed in this country.” Business- 
men will approve this statement, 
for every business executive is al- 
most daily required to decide 
whether intended action on his 
part for cooperation with his com- 
petitors, may not be in violation 
of the Sherman Law and render 
him liable to civil and criminal 
penalties. 

The 50th anniversary of this 
statute justifies full treatment of 
its origin, its meaning, its achieve- 
ments and its defects. Such dis- 
cussion requires nothing less than 
a full treatise which present limits 
of space make impossible. Ac- 
cordingly, this discussion will be 
directed toward an inquiry into the 
reason why American businessmen 
find the Sherman Law to be con- 
fusing and perplexing in spite of 
the long period of time in which 
it has been in existence and in 
spite of the many thousands of 
decisions rendered by our courts 
in relation to it. One would think 
that after such a long period of 
existence and after such a thor- 
oughgoing interpretation by the 
courts, the Sherman Law would 
now have reached a clear and set- 
tled condition which would auto- 
matically and satisfactorily serve 
as a guide to American business. 
Indisputably and emphatically, 


such is not the case. 
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Fifty Years of 


Why Does Confusion 


EDITOR’S NOTE: Every taxpayer; every wage- 
earner; and every wage-paying American business man 
will welcome this timely message from Felix H. Levy, 
an accepted authority on anti-trust, fair trade and other 
legislation vitally affecting the commercial structure of 
this nation. Under President Theodore Roosevelt’s 
administration Mr. Levy was Special Assistant to the 
United States Attorney General and Special Counsel to 
the Department of Justice in the Sherman Law prosecu- 
tion of the Tobacco Trust. Since that time he has been 
the long-time counsel for a score of trade associations, 
guiding their efforts to improve competitive conditions 
within the law and with due regard to the best interests 
of the citizenry at large. He has also served as counsel 
for a widely diversified group of prominent firms, whose 
cases were of outstanding importance, involving prose- 
cutions under the anti-trust laws. His work has also 
dealt largely with resale price maintenance programs, 
the Fair Trade Practice Acts and the Tydings-Miller 
Law. Prominent as a member of the New York Bar, 
this author possesses not only an authoritative legal 
background, but also an unusual ability to sympatheti- 
cally understand the vital essentials of distribution and 
of business generally. Fortunately, he is able to in- 
terpret for laymen-readers the salient factors of legis- 
lation affecting business and thereby offers this under- 
standable article on the Sherman Law which is now fifty 
years old. He advises reforms in this outmoded law, 
so as to make lawful, cooperative agreements among 
competitors when they promote the public welfare, as 
is the practice in Canada, Australia and England; but 
without weakening the Sherman Law in its prohibition 
of agreements which are not in the public interest. 


The substance of the Sherman 
Law is its declaration that “every 
contract, combination in the form 
of trust or otherwise, or conspir- 
acy, in restraint of trade and com- 
merce” is illegal and made the 
subject of penal provisions. 


The immediate occasion which 
brought about the enactment of the 
Sherman Law in 1890, was the ex- 
istence of a number of vast aggre- 
gations of capital which had sub- 
stantially monopolized, or threat- 


ened to monopolize, many impor- 
tant branches of the industry of 
this country and which seemed 
likely to drive out of existence 
smaller and independent business 
concerns. 

Examples are found in the exist- 
ence at that time of the oil trust, 
the sugar trust, the whiskey trust, 
and many others. 

In the 70’s and the 80’s, follow- 
ing the expansion caused by the 
Civil War, these huge aggrega- 
tions came into existence and as- 
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FELIX H. LEVY 


sumed national importance. Court 
records fully demonstrate the pow- 
erful and ruthless domination 
which they exercised over the en- 
tire business of the Nation. 

Wide protests arose throughout 
the country and these protests 
were reflected in debates in Con- 
gress, which continued during the 
years 1888-90 and resulted in the 
enactment of the Sherman Law on 
July 2, 1890. 

The record of these debates 
shows that the single subject un- 
der discussion was the repression 
and prevention of these great and 
dangerous aggregations of capital. 
The wisdom of the Sherman Law 
in this respect is not open to dis- 
pute. 


Scope Extended 


In the half-century period which 
has since elapsed, the scope of the 
Sherman Law has been extended 
into the domain of private busi- 
ness where the dangerous pos- 
sibilities possessed by the great 
trusts do not exist. Such exten- 
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By FELIX H. LEVY 


sion into private business, by 
which is meant average, everyday 
types of business not capable of 
being characterized as “big busi- 
ness’ —is not open to reasonable 
objection where it seeks to repress 
efforts of competitors to gain un- 
fair advantages in their industry 
or to repress or interfere with 
competition or to create extortion- 
ate prices at the expense of the 
consuming public. When, however, 
such extension of the Sherman 
Law is directed against agreements 
among competitors which sincere- 
ly aim at the correction of ruinous 
conditions in an industry, whereby 
the existence of such industry is 
imperilled — then the questicn 
arises whether such extension is 
wise and judicious. 

In repeated decisions of the 
Supreme Court, it has been de- 
clared that an agreement among 
competitors in business “is not ex- 
cused because it was induced by 
good motives or produced good 
results.” This means in plain and 
everyday language that the Sher- 
man Law forbids any and every 
cooperative agreement among 
competitors for the correction of 
uneconomic conditions by methods 
of self-regulation, no matter how 
good the motives which caused it, 
and no matter how good the results 
which it produces. 

In the famous prosecution (the 
Trenton Potteries case) brought 
by the government a few years ago 
against manufacturers of pottery, 
the Supreme Court declared it to 
be a violation of the Sherman Law 
for these manufacturers to make 
an agreement fixing the  sales- 
prices of their products even 
though the purpose of the agree- 
ment was to correct a ruinous 
state of competition which threat- 


ened the existence of the industry 
and even though the prices thus 
fixed were reasonable. 

In the recent prosecution of oil 
companies at Madison, Wis., the 
Supreme Court, in sustaining a 
criminal conviction, said: 

“. . . the reasonableness of the 
prices and the fact that respond- 
ents’ (meaning the defendants’) 
activities merely removed from 
the market the depressive effect 
of distress gasoline” 

did not constitute a valid defense. 
The Court also said: 

“The reasonableness of the re- 
straint was not properly an issue 
in the case,” meaning that no mat- 
ter how reasonable the conduct of 
these defendants was, it constituted 
no defense. 


Not Excused 


These decisions thus confirmed 
the prior decisions of the Supreme 
Court above-mentioned that an 
agreement among competitors “is 
not excused because it was induced 
by good motives or produced good 
results,” 

To somewhat similar effect is 
the statement issued by the Depart- 
ment of Justice on June 15, 1938: 

“Actually the violation of 
antitrust laws by great indus- 
trial leaders does not usually 
fall in that class of offenses 
which involve moral turpitude. 

It is more like passing through 

a traffic light at high speed with- 

out the desire of harming any- 


” 


one. 


Similarly, the Temporary Na- 
tional Economic Committee, gen- 
erally known as the Monopoly 
Commission, which is composed of 
designated members of both 
houses of Congress and representa- 
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tives of leading executive depart- 
ments, and whose duty is the study 
of the Sherman Law, has said: 

“Responsible and normally 
law-abiding businessmen, who 
have had no intention of moral 
wrong-doing, feel outraged by 
the institution of criminal pro- 
ceedings against them. 

“The offense is usually not 
one involving moral turpitude. 
The indictment process is some- 
times extremely unfair to per- 
sons who have been forced into 
a combination in restraint of 
trade by the necessity of sur- 
vival in a complex business 
structure.” 


No Discrimination 





We thus find that the prohibi- 
tions and the penalties of the Sher- 
man Law fall alike upon the just 
and the unjust. Should it then be 
a matter of surprise that business- 
men falling within the categories 
just mentioned, should find them- 
selves perplexed, confused and 
harassed when confronted with 
such a drastic law? 

In the earlier years of the Sher- 
man Law, it was a common ex- 
pression among businessmen that 
they did not know what they could 
do and what they could not do un- 
der the Sherman Law. That ex- 
pression is no longer heard. 
Businessmen no longer wonder 
what they can do and what they 
cannot do under the Sherman 
Law, for all well-informed business 

—~men now know that they can do 
nothing whatever by way of co- 
operation in their industry, with- 
out violating the Sherman Law 
and are consequently confused. 
Nor is this state of confusion con- 
fined to businessmen. It extends 
into the highest places in the gov- 
ernment. Published reports of a 
press conference held by President 
Roosevelt on March 1, 1938, stated 
that at such conference the Presi- 
dent “evinced gratification toward 
one section of the automobile in- 
dustry and annoyance at another. 
for their reactions to his recent 
suggestions for self-regulation of 
this important part of American 
business.” 

The press reports of the confer- 
ence further states that: 


“In two separate sets of rec- 
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ommendations sent to the White 
House, leaders in automobile 
financing promised to adjust 
their end of the industry along 
the lines suggested six weeks 
ago by the President; but the 
manufacturers had no proposals 
of their own for revision of 
policies for ironing out the 
peaks and valleys of production 
and putting employment in their 
factories on an even keel, as also 
proposed at the same time.” 


The press reports further state 
that the President “was plainly 
dissatisfied with the attitude of the 
manufacturing end which, he said. 
was couched in language so legal- 
istic that he had to have more time 
to digest it.” 

An interesting situation is thus 
disclosed with respect to the Sher- 
man Law, namely that, in contrast 
with the obvious advantages to the 
public welfare which would follow 
upon the correction of the condi- 
tions stated to exist in the auto- 
mobile industry, stands the fact 
that the Sherman Law forbids 
agreements among the members of 
that industry whereby these condi- 
tions might be corrected. As we 
have seen, the Sherman Law for- 
bids agreements among competi- 
tors, no matter how good the 
motives and no matter how good 
the results. It seems clear that 
this stern prohibition of the Sher- 
man Law must have been the rea- 
son why the automobile manufac- 
turers, in the instance cited, re- 
frained from giving proposals to 
the President in response to his re- 
quest, because such proposals 
would necessarily have required 
prior agreements among the man- 
ufacturers and such agreements 
would have been in violation of the 
Sherman Law. 

Another notable example of the 
confusion existing in high govern- 





“In a later article 
Felix H. Levy will ex- 
plain more fully the mer- 
its and the defects of the 
Sherman Law and will 
also suggest a remedy for 
the defects through Con- 
gressional amendment of 
the Sherman Law.” 








mental quarters concerning the 
Sherman Law, is to be found in 
the report issued on December 17, 
1939, by the Monopoly Commis- 
sion, in which it warned that if the 
rise in prices of certain named raw 
materials should persist and broad- 
en, its effect on prices of finished 
goods would soon become a mat- 
ter of vital concern in keeping the 
national economy on an even keel. 

The Commission’s report then 
said: 

“To some extent, at least, this 
effect will depend upon the will- 
ingness of manufacturers and 
groups of manufacturers to co- 
operate in the effort to restrain 
runaway prices.” 


Sound and Wise 


It is obvious that these views are 
economically sound and wise, but 
the Commission’s suggestion at 
once raises the question whether 
its adoption by manufacturers 
would not involve a violation of 
the Sherman Law. It is perfectly 
clear that it would involve such 
violation, because the Commis- 
sion’s suggestion that manufac- 
turers and groups of manufactur- 
ers should be willing to cooperate 
in the manner stated can mean 
only that competing manufactur- 
ers should agree, either expressly 
or impliedly, to refrain from price 
increases. Stated differently, but 
with correctness, this means that 
competing manufacturers should 
agree among themselves, with re- 
spect to the prices of their prod- 
ucts. 

As has been shown, repeated 
decisions of the Federal Courts de- 
clare that such an agreement 
would be in violation of the Sher- 
man Law, because the good mo- 
tives and the good results which 
would attend such an agreement, 
would constitute no defense. 

We thus find that not only are 
the businessmen of this country 
perplexed, confused and harassed 
by the rigorous requirements of 
the Sherman Law, but that very 
high official authorities of this 
country are similarly confused — 
confused to the extent of pro- 
pounding suggestions, the adop- 

(Continued on page 67) 
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and buyer, Weber Hardware 
ls, Ohio, is an ardent fisher- 
man who likes to go after big fellows in the deep sea 
and also enjoys fights with game fish in Canadian 
Lakes. Here he is on a dock at Hollywood, Fla., with a 
6 ft. 4 in. sailfish he landed on Feb. 15, 1940. Another 
hobby, of great interest to Mr. Weber, is watching his 
five grandsons in action. He has completed 45 years of 
association with the hardware business. Prior to his 
present affiliation he was for many years a salesman 
for The Geo. Worthington Co.., Cleveland, Ohio, hard- 


ware wholesalers. 


Jacob Weber, president 
& Supply Co., Chagrin Fal 


est hardware companies, W. P. “Bill” Munger, 

less finds ample time to indulge in a 
City. His hobby is wood carv- 
i statuettes and novelty 
Benton, noted Missouri painter. Mr. Munger 
Canada, who advised him to 
n. Since that time he has whittled several hours every 
o spends long hours at a desk should find plea- 
ntains he is “whittling” despite the per- 
been featured in Kansas City news- 
y several times. 





hobby which has earne 
ing, delicate, patient "a 
pieces pronounced perfe 
was hobbyless until a visit wit 
take up some such form of relaxatio 
day. He believes that the businessman wh 
sure in working with his hands, and steadfastly mai 
fection of his work. Figures carved by Mr. Munger have 
paper rotogravure sections, and displayed in art centers of the cit 


ct by Thomas Hart 
h Dr. Goldey, Toronto, Ont., 



























I THINK that most of 
us are more interested in personal 
experiences than any other form 
of news. We may read of bombs 
falling on cities, but such general 
statements haven’t the human in- 
terest of the individual stories of 
the survivors of these harrowing 
experiences. 

An Englishman I have known 
many years—an engineer—mar- 
ried an American girl, made a 
comfortable fortune, reached the 
age of 70 and retired to the 
Riviera in Southern France to live 
out his remaining years in a balmy 
climate among beautiful — sur- 
roundings. Like the man in the 
Bible story he said to himself 
“now I will take mine ease.” For 
the past 10 years or more he has 
lived there on the hills overlooking 
the blue Mediterranean. It was a 
fitting background for the finish 
of a long, useful and industrious 
life! 


The Unforeseen 
Then, what happened? The Ger- 


mans over-ran France. With noth- 
ing but suitcases, my friend, and 
his wife took a tramp coal steamer 
for Gibraltar. They left every- 
thing, their lovely home, its luxuri- 
ous furnishings, the collections of 
a life time, their money tied up in 
a bank. 

The steamer was crowded and 
they sailed for eight days. There 
were no passenger cabins and they 
slept in the hold of the vessel 
where coal had been stored. They 
slept on the steel deck and the nuts 
and bolts in the deck rubbed them 
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sore. Finally they reached Gibral- 
tar, then Lisbon where they chang- 
ed to a better ship for London. As 
soon as they can get passage they 
will return to the United States. 
They are now old people. They 
are broke. What an experience! 

I tell this true story to illus- 
trate the point that so many people 
in the world today who thought 
they had provided for their old 
age find themselves in actual want. 

Those who will suffer in the fu- 
ture are the people of property. 
Taxes will eat them up. Invest- 
ments will turn sour. The outlook 
is certainly bad for the rich and 
well-to-do. 

But there is another side of the 
picture and I wish to write about 
this other side. 

For 10 years past business and 
investments in this country have 
been static. Such # condition is 
destructive to all initiative and am- 
bition. A static condition for the 
young is the worst that can hap- 
pen. 

Now, with the great defense 
movement under way, there is a 
new shuffling of the cards. No 
matter if great fortunes shrink, no 
matter if rich people become 
poorer, opportunity for the young 
and the poor is increased. No 
matter what happens there is sure 
to be a great demand and great 
rewards for young men and wo- 
men of intelligence and energy 
who are willing and eager to grasp 
their opportunities and work! 

We are entering into a new 
world and this world will belong 
to the young. 


I write these lines because a fine 
young fellow of 20 has come to 
me for advice. Now I wish to 
outline his case and repeat what 
I told him. He is of foreign origin 
but was born in this country. He 
has a good high school education. 
He reads and is well informed. He 
is six feet, well set up, and strong. 
He has been at work in an office 
here in New York—learning—for 
$10.00 a week. He lives at home 
with his mother, father, and a 
younger sister. He naturally pays 
no board. His father is an ex- 
pert wood worker, has a good job 
and some money saved. Upon in- 
quiry I find his mother is a fine 
woman, a good industrious house- 
wife and is very fond of her son. 
She admits she spoils him and 
makes his life very easy. 

But he is not happy. Time is 
passing and he is ambitious and 
wants to get started with his life. 


What Should He Do? 

His weakness is his timidity. 
It is hard for him to talk to 
strangers. He is more of a listener 
than a talker. He has led a shel- 
tered life and he hesitates to leave 
the family nest. He has a slight 
foreign accent—very slight. 

Here is what I told him boiled 
down as much as possible. 

“You know you have _intel- 
ligence above the average. You 
have your good appearance, good 
health, a good education, a good 
family but so far you have gotten 
nowhere. 

“You have not ‘found’ your- 
self. You lack self confidence. 
You first must get rid of your ac- 
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“OVER | WENT... GUN, 
SHELLS AND ALL!” 





“While duck hunting on the 
Arkansas River, we were 
crossing in our boat to get 
to our blind. About the mid- 
dle of the river we struck a 
snag and swamped. Our 
Nitro Express shells were in 
the water four and a half 
months and then found in 
good enough shape to still 
work in one of our guns, 
which was a remarkable rec- 
ord for any shell!” 

So runs one of many let- 
ters we have received from 
shooters about the Wet-Proof 
feature in Remington Nitro 
Express and Shur Shot shells. 

In laboratory tests, Rem- 
ington shells have _ been 
soaked in water, frozen in 
cakes of ice for days at a 
time, flung around in wet 
sacks, then fired without a 
single malfunction. This 
Wet-Proof construction, plus 
Power to spare, Kleanbore 
priming, and Remington 
standards of reliability and 
uniformity explains the over- 
whelming popularity of Rem- 
ington shot shells. 





Does anyone really like | 








to be criticized ? | 





The word “Criticism” is greatly abused. 
No one likes a grouser ... or wants to 
hear continual grousing. But criticism 
that takes the form of honest and helpful | 
and constructive suggestions for correct- 
ing or improving a policy or a product 
... that gives due credit for worthwhile | 
performance . . . that kind of criticism 
is the best possible evidence of sincere | 
friendship. We really like that kind of | 
criticism, and we welcome it from all our 
dealers and consumers. 


We depend on your criticism to let us 
know when things are right and when 
they’re wrong. We'd like to hear from 
you any time you feel like making a sug- 
gestion. We don’t mind your telling us | 
what you don’t like about us and about 
our products, as well as what you do like. 


A Remington Dealer Letter with a timely message 
for you will appear on this page—in each issue. 


| 
| 
| 
| 
| 
| 
| 











DONT 
BOTHER 
TO WRAP IT 


SURE IS - 
ITs A 
REMINGTON / 


“Nitro Express,"’ ‘‘Wet-Proof,’’ 
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HOW GUN DISPLAYS 
HELP SELL OTHER 
MERCHANDISE 


Nothing has quite so much 
appeal to the average Ameri- 
can as a sporting rifle or 
shotgun. Men will cross the 
street to see a window dis- 
play of guns. Display them 
prominently in your store 
where everyone can see them, 
and you’ll have a traffic jam. 
Watch how eagerly and lov- 
ingly men and boys handle 
them. They hate to put them 
down again. 

That’s the time to sell them! 
But that’s not the point we 
started to make. Gun dis- 
’ plays attract traffic to your 

AINT store. They get people in 

ITA & where you have a chance to 

/ sell them not only guns, but 
HONEY: all the other products you 
have on display. For good 
traffic is one of the surest 
roads to good business. Prom- 
inent window and store dis- 
play gives you full advantage 
| from Remington’s widespread 
national advertising. 


DONT SHOOT 
_ NUTHIN’ BuT 
KLEANBORE IN 








A Word About tho 
Accuracy of .22 
Ammunition 





Accuracy in .22 ammunition 
is not a thing that can be 
taken for granted. It de- 
pends on research to develop 
the best charge, the best type, 
shape and weight of the bul- 
let, and on the most modern 
equipment and methods of 
manufacture to assure abso- 
lute uniformity. 


The best evidence of what 
Remington has accomplished 
in the accuracy standards of 
regular price Kleanbore .22’s 
is found in the fact that pres- 
ent-day Kleanbore .22 ammu- 
nition can actually equal the 
accuracy of premium price 
match ammunition of only a 
few years ago! 


a -— = @ — 


How to Sell More 
Pocket Knives 





If an inventory of the pockets 
of all American men and boys 
could be taken, probably the 
most universal item listed 
would be a pocket knife. The 
market for pocket knives is 
more universal than for al- 
most any other product you 
handle. Good ones (for ex- 
ample, those made by Rem- 
ington) sell themselves. You 
don’t have to display them, or 
suggest them to customers, or 
demonstrate them. But if 
you do put a little extra push 
behind them, you'll find your 
pocket knife business grow- 
ing by leaps and bounds! 


“Shur Shot’ and ‘‘Kleanbore’’ are Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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cent. Take lessons in elocution. . 


Learn to speak clearly. To be able 
to talk well is one of the first and 
necessary qualities that lead to 
progress. 

“Get the idea that the best life 
to lead is the ‘dangerous life.’ 
Don’t play safe. This world to- 
day is no place for the weakling 
who hides from the storm. “He 
who would save his life will lose 
> 

“What you need is hardening— 
self confidence, initiative, courage! 

“So leave your mother and your 
pleasant home. If you have the 
ambition to make a life for your- 
self, a character, in a word to be 
a man, you must act now before it 
is too late. If you delay you will 
become the most pitiful man of all 

a man of fixed habits! 


The Opportunity 


“Right now in this country is 
one of the greatest opportunities 
in years—I mean for the ambitious 
young man. Go out at once and 
register. Take that one year’s 
training in the army. If you are 
the right bit of raw material it 
will make a man of you. You will 
find yourself. You will gain con- 
fidence. In a year you will return 
ready to work out your life’s 
plan.” 

This young fellow was surprised 
at what I said. He had not ex- 
pected this kind of advice. Of 
course he hesitated. He is still 
timid. 

Then I told him this. “Let us 
take 100 young men, say age 21— 
25 per cent will turn out to be 
good, intelligent, healthy and all 
that. Another 25 per cent will 
turn out to be fairly good. The 
remaining 50 per cent will just be 
the ‘run of the mill.’ This last 50 
per cent are just a pain in the 
neck to their families, in business, 
in school, at college and to the 
Government. Now,” I said to my 
young friend, ‘I put you in the 
first 25 per cent and what follows 
is said to you and them (first 25 
per cent) and not to the others. 

“Your life is divided into three 
periods. I mean if you wish to 
live an intelligent and successful 
life. 

“From 20 years to 30 years of 
age a period of preparation and 
training. 
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“From 30 to 60 years a period 
of production and development. 

“From 60 years to the finish 
should be a satisfactory life based 
on savings in wisdom and prop- 
erty from the productive years. 

“Now I wish to tell you some- 
thing that years of observation 
have taught me. /f you are in the 
first 25 per cent class don’t think 
of getting married until you pass 
into the 30 age class. I have seen 
hundreds of bright young men 
ruined by early marriage. Usually 
they can’t afford marriage. If the 
wife also works there can be no 
children. If there are then there 
is financial trouble, debts and all 
that. You will only be popular 
with your family when you are in- 
dependent. When they are called 
upon to support you and your wife 
and perhaps a baby you will soon 
find that you are a burden, a 
nuisance, and not wanted around. 
Besides that your wife will also 
grow cool. When want comes in 
at the door love flies out of the 
window.” 

Many and many a fine, capable, 
young fellow is unfit to attend to 
his job during the day because of 
his domestic difficulties at home. 

The extra good young man 
should have at least 10 years, be- 
tween 20 and 30, to prepare him- 


self for his future responsibilities. 
To see him dragged into matri- 
mony and then have his nose glued 
to the grindstone of domestic econ- 
omy is a sorry and terribly waste- 
ful sight. 

For the remaining 75 per cent | 
make no plea. The world must 
have its miseries. I don’t believe 
the “morons” suffer so much. It 
is the fine spirit that agonizes 
when caught in the full clutch of 
circumstances. 

These expressions are not politi- 
cal. Long before this last war I 
advocated that the selected unem- 
ployed be given army training. 

I have studied young men in 
many European countries and I 
am convinced that their periods of 
military training were fine things 
for them and I believe this train- 
ing, good hard training, is much 
needed over here. 

So, I concluded my talk to this 
nice young fellow who hasn’t 
found himself yet. 

I want to see him when he re- 
turns. Probably instead of being 
so timid and bashful he will tell 
me where I get off! 

Also, I can imagine how proud 
his mother will be of him when 
he returns home, not as her petted 
darling but as another man in the 
house. 





“Fair Labor” Standards 


Editor, HArpwARE AGE: 

In your Aug. 22 issue (page 20) 
the article, “ ‘Fair’ Labor Standards 
in Name Only,” interests me. 

It seems to me that if this general 
manager was sincere in his desire 
to assist the truck driver to advance 
himself and if the truck driver was 
sincere in his desire to advance him- 
self that the problem should not be 
very difficult. 

Without touching on the Fair La- 
bor Standards Act as to the justice 
or injustice of its application, why 
could they not have done this: 

Say to the truck driver, “I am 
helpless so far as placing you on 
the pay roll at part time or at ap- 
prentice wages, but if you are as 
willing, as you seem to be, to learn 
the business, you may start in the 
retail stores as proposed and I will 
instruct the clerks to give you point- 
ers from time to time; you may as- 
sist in stocking shelves, etc., but do 
no selling, and also not do work 


that would deprive the regular force 
from working, and it will be under- 
stood that your presence shall not 
act as a reduction of the number of 
personnel. 

“In return for this opportunity you 
shall pay the store 10 cents per day 
for the privilege of learning what 
you can about the business, and fur- 
ther you will be charged with any 
losses or breakages incurred -by you. 

“We cannot afford to pay wages 
for an inexperienced hand and we 
cannot afford to give you any time 
or instruction free. 

“If after a reasonable time you 
have shown an aptitude for the work 
and we (you and I) think that you 
have reached the point where you 
have earned the amount you are 
paying for instruction, we will term- 
inate this agreement and certify you 
for employment, when, as and if.” 

Geo. H. Situ, Jr., 
Smith Mercantile Co., 
Santa Rosa, N. Mex. 
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FREE—This 2-color display 
card with your first order. 


WYTEFACE 


STEEL MEASURING TAPES 





















tHe WHITE 


ONES THE 
RIGHT one / 





Today ... the call is for 


WYTEFACE 


STEEL MEASURING TAPES 















20,000,000 magazine readers 
are seeing the advertisements 


HE RECORD TELLS THE STORY! Favorite Wyteface 
became a national best seller in its first year— 
and it is still growing steadily.... You want your 
share of these profits. Send for the attractive Wyteface 
display card—put it up where people can see it—cash 
in on the biggest advertising campaign ever put be- 
hind a steel tape .. . Your customers know at a glance 
that this is the one sensible steel tape. Sharp black 
markings on a crack-proof white surface, bonded 
to the steel! Easy to read—and guaranteed! 
Ask your jobber—or write us—for illustrated 
folder, complete prices and a free sample of the line. 


EST. 1667 


KEUFFEL & ESSER CO. 


SAN FRANCISCO - LOS ANGELES *- DETROIT - MONTREAL 





> ST. LOwIS - 





CHICAGO 
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The shopping list pad. 





Circulars, stuffers, shopping 


An advertising enclosure. 





WINTER ITEMS 









WE CARRY IN STOCK— 
Sheet Lead, Tin Shingles, 
Valley Tin, Weather Strip 
of all Kinds, Roll Asbestos, 






several grades 
light, med. and hoery 
The above are just a few items of the large stock 
YOUR LOCAL HARDWARE STORE carries... 
MONTHLY ACCOUNTS INVITED 


list pads, reminders and news- 
paper advertising do the job 
for the Pearson Hardware Co. 





Pearson Hardware 





4014 Piedmont Avenue 





Tailored, Small Community 
Advertising Gets Results 


J IM PEARSON, §fa- 


miliarly known as “The Hardware 
Man” to every resident of the Pied- 
mont section of Oakland, Cal., 
packs customers into his store 
every day by the use of a con- 
sistent advertising program suited 
to the scale of his neighborhood 
and store. Thus, he gets the same 
benefits from his low cost adver- 
tising as the large metropolitan 
stores with their much larger 
budgets. 

This simple, low-cost advertising 
program is built around the fol- 
lowing rules: Every package that 
goes out of the Pearson store must 
contain an advertising enclosure, 
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either a manufacturer’s circular or 
a stuffer of Mr. Pearson’s own de- 
sign, boosting merchandise other 
than that in the package. 

A rubber stamp with some sim- 
ple sales reminder is used on every 
envelope, bill head, statement and 
delivery tag. These slogans may 
read: “We sell fruit jars, jelly 
glasses, strainers, etc.”; “We sell 
automobile enamels . . . paint 
yours now”; “Electric washers and 
vacuum cleaners sold on easy 
terms,” and “Nuts, bolts, pots and 
pans, gadgets. . . . Jim Pearson, 
4114 Piedmont Ave., Oakland, 
Cal.” 

A shopping list pad, listing 


hardware and grocery items, is 
distributed to newlyweds and new- 
comers to the neighborhood. Each 
hardware item is starred and on 
each sheet is a reminder that the 
store solicits the customer’s patron- 
age for all starred items. 

And finally, Mr. Pearson has a 
regular advertising schedule for 
each of the neighborhood newspa- 
pers. One of these is sponsored 
by the local printer and the other 
by a market. Thus, while the ad- 
vertising rates are low, the ad- 
vertising messages are carried 
throughout the neighborhood. On 
occasions such as a patriotic holi- 
day, Mr. Pearson will write a short 
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article for the newspapers and in 
each of these he always boosts 
hardware along with patriotism. 

This program comes from the 
realization that one must tell peo- 
ple what one sells and then keep 
pounding away. Mr. Pearson be- 
lieves that the average person does 
not realize the wide variety of 
articles which may be purchased at 
hardware stores, and so, in his ad- 
vertising, he keeps telling them so 
over and over again. 

This is a lesson learned from the 
chains, mail order houses and cut 
rate stores. And, as an example 
of how closely he studies their ad- 
vertising methods, in his office 
there is a stack of advertising 
broadsides piled two feet high. 
These, he explains, “are what Mont- 
gomery Ward and the local chains 
have dropped at our door in the 
last 90 days.” It is this very con- 
sistency upon the part of the 
chains that have made him a firm 
believer in “pounding away” at 
the customer. 

When difficulties were encoun- 
tered with manufacturers’ adver- 
tising mats because they were 
either too large and threatened to 
crowd out other items or because 
they were designed without regard 
for seasonal demand, Mr. Pearson 
solved the problem in quick and 
typical fashion. He had an artist 
lay out seasonal groups, showing 
brand names for those items on 
which manufacturers helped him 
bear the cost and proceeded to 
make his own cuts. These were 
made available to other hardware 
dealers who were faced with the 
same problem. 


Although Mr. Pearson is active | 


in the American Legion, the Pied- 
mont Avenue Merchants’ Associa- 
tion and Boy Scout work, he re- 
gards his membership as a civic 
duty rather than as a_ business- 
building device. 
ings keeps a man away from his 
work, he points out, and in the 
small store the absence of the pro- 
prietor is a serious impairment to 
efficiency and service. Nevertheless | 


on his desk stands a silver cup, in- | 
scribed, “Presented to James W. | 
Pearson by the Piedmont Avenue | 
Merchants’ Association and Pied- | 
mont District Property Owners’ | 
Association for Outstanding Com- 
munity Service.” 
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THE END OF HACK-SAW TROUBLES 


Here’s the blade that can take the toughest twist... and come out 
straight and unbroken, good as ever . . . good for many more hours of 
smooth, fast cutting. For the tooth-edge alone is hardened, leaving the body 
of the blade tough and flexible, fit to stand the severest strain. So next 
time you need hack saws, order this abuse-proof RED END BLADE. 





SIZES AND PRICES 











Attending meet- | 


Length Teeth Price 
of per per 
Blade Inch Gross 
8” 18,24,32 $32.40 
10” 18,24,32 $40.32 
12” 14,18,24,32 $48.96 


Blades are 9/16’ wide, .025” thick, 
packed in boxes of 1/2 gross each. 








SIMONDS 


SAW AND STEEL CO. - FITCHBURG, MASS. 


520 First Ave., So. 
Seattle, Wash. 
127 So. Green St. 
Chicago, Ill. 


1350 Columbia Rd. 
Boston, Mass. 
228 First Stre 
Francis: ico, 








High-Speed Steel 
FDlerilde 


= Red EndHand Hack Saws 











31 W. Trent Ave. 
Spokane, Wash. 








Spotlight Housewares 
in November Promotions 


HARDWARE AGE Original Window Display IDEAS 














FOR 
ING 
HANKSGN 
e ENTERTAINING ° > 
ve - CY 














= ae 
| 








Thanksgiving Housewares Window 


Merchandise: Aluminum and enamel roasters, carving sets, paring 
knives, butcher knives, sharpening stones, steak sets, candles, candle- 
stick holders, nut crackers, salad bowls, cake pans, salad moulds, glass 


ovenware, dish sets, food choppers. 


Background: Center panel of light buff corrugated board or wallboard. 
Side panels dark brown. Cut-out letters dark brown. Decorative turkeys 


cut out of crepe paper. 


Suggested Interior Displays: For tables—roasters of several types, 


carving sets, glass ovenware. 


| om is an- 


other month with many _ special 
events for the promotion-minded 
hardware dealer. A complete list of 
these holidays and celebrations is 
listed in this section. 

Push the sale of portable home 
heating equipment during October 
and November. Many individuals 
will delay using the regular heating 
plants just as long as possible this 
fall, and will be in the market for 
room heaters that can be used in 
various parts of the home. To se- 
cure attention to this line, select one 
item and feature it. Prices should 
be competitive. 
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Also, start to display your Thanks- 
giving merchandise early. Attractive 
window and interior displays of 
these items should be arranged and 
there will be opportunities to present 
them in several combinations in ad- 
vance of the season. 

Roasters are usually used as a pro- 
motion item. Dealers should have 
this in mind when making purchases 
of this merchandise for the season 
and select one item as the promotion 
number. Other items in the line 
should be bought to fit particular 
price groups that past experience 
indicates customers will pay. Stock 
records or data on past purchases 


Special Events 
for November 
National Advertised Brands 
Week—Nov. 3-11 
Nov. 5—Election Day 
Nov.—10-16—Father and Son 
Week 
Nov. 11—Armistice Day 
Nov. 11-21—Red Cross Week 
Nov. 21-(28)—Thanksgiving Day 
Nov. 21-28—National Hobby 
Week 


and sales, secured from invoices, will 
be very helpful in buying the roaster 
line for the current season. 

Before buying the line, dealers 
should determine the competition to 
be met and consider this in setting 
up retail prices for the season. 

Glass ovenware will be in great 
demand during the coming months. 
Stocks should be adequate and at- 
tractive displays set up. At least 
one full table or more will be neces- 
sary to show this line adequately. 
Dealers will find that sales will be 
much greater if large displays are 
used and if items, such as a popular 





Gromele® 
ROASTERS 
$o2¢ 

















Roasters to be used as promo- 
tional items should be displayed 


on housewares tables. Similar 
displays of better grade roasters 
should also be arranged. 
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The Pride 
of the Tool Chest 






MORE AND BETTER HAMMER BUSINESS 


The Silver King—the finest of all fine hammers, brings to hardware stores, a 
new thought in selling hammers. Its appearance is striking—in every detail —it 
represents the best work of master hammer makers. Truly a precision hammer 
that appeals to all lovers of fine tools, yet it has that inherent brute strength to 


hand it out and to take it—in everyday work. 


You can demonstrate the Silver King in actual work—with the famous Cheney . 
Sales Maker display, in your own store. Once they try it they buy it—profes- 


sional and amateur mechanic and the householder as well. 


Order a few dozen Silver Kings today and ask for a Cheney Sales 
' Maker display and you'll sell more hammers than ever before. 


BEAUTY — STRENGTH — BALANCE 


t 


HENRY CHENEY HAMMER CORPORATION 


Factory: Little Falls, N. Y. 


Sales Office: 302 Broadway, New York City 
FOR MORE, MUCH MORE HAMMER BUSINESS STOCK THE 


CHENEY NAILER 


OCTOBER 3, 1940 


The Only Hammer 
that Holds the Nail 


SILVER KING 
FEATURES 


Full polished head 
—even back of eye 


relate Mallard to hw 


No sharp corners — 


all ground round. 


ceticdaticts Malet Malel ice 


ing device. 


‘Long eye—strength- 
ens and protects 


hickory handle. 


Head weight scien- 
tifically distributed. 


Contoured tough 
hickory handle 
gives betterbalance 
—more power— 


eases effort. 
16 ounce size only. 


Retail price $1.50 


Send your order for the famous Cheney 
Sales Maker display. It is selling more 
hammers in more stores—everywhere. 
Put it to work in your store, and get 


more hammer sales. 
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Mass display of tire chains on the 

end of the seasonal auto accessory 

table will get attention for this 
merchandise. 


casserole or pie plate, are featured 
and shown in quantity in the dis- 
play. Prices should be shown on all 
items in the display and large show 
cards used on feature items. 
Cutlery items, such as carving 
sets, steak sets and plain kitchen cut- 
lery, will be very much in demand 
during this month. Interior store dis- 
plays should be revamped and im- 
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Portable Heating Equip- 
ment Window 


Merchandise: Fireplace fixtures, 
screens, andirons, grate baskets, 
gas fireplaces, oil room heaters, 
electric bowl heaters, heater units, 
and wicks. 


Background: Panels of buff and 
dark brown corrugated board or 
wallboard. Cut-out letters in red 
and buff. 
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Winter Driving Needs 
Window 


Merchandise: Auto tires, tubes, 
tire chains, motor oil, alcohol, 
anti-freeze compounds, batteries, 
tow cables, flashlights, spark plugs. 


Background: Panels of white 
corrugated board or wallboard 
covered with artificial snow. Cut 
out letters in red and green. 


proved. A promotion carving set 
will serve to stimulate interest in 
the department and add to the com- 
petitive position of the store. 
Roasters, glass casseroles, electric 
toasters, waffle irons, and food chop- 
pers are some of the most advertised 
items during this season. These 
should be mentioned in advertise- 
ments that you plan to use. 
Customers will soon be faced with 
the hazards of winter driving. Bring 





Feature radiator alcohol and other 

anti-freeze compounds on tables, 

platforms and in outside displays 
in front of the store. 


to their attention the items you carry 
that will increase the safety of car 
operation. Alcohol for radiators and 
anti-freeze compounds are _ traffic 
builders for most stores. Competi- 
tion is usually keen on these items 
as a result. Put banners on your 
windows on those snappy mornings 
telling the public that you carry this 
merchandise. People put these 
tasks off to the last moment and 
usually are in a mood to buy on 
cold mornings with temperatures at 
a point where radiators might freeze. 
Make a mass display of anti-freeze 
compounds in front of the store if 
you have a lobby or are permitted 
to use part of the sidewalk. Many 
auto owners will stop as they pass 
and purchase this merchandise be- 
cause of its convenience. Mass dis- 
plays of tire chains should be ar- 
ranged on tables along with other 
seasonal auto accessories carried. 





Rewarding Kiddies 


ERCHANTS in Emmets- 

burg, Pa., have an idea 
when it comes to putting over 
Spring Clean-Up Week in that 
city. They staged a free show for 
kiddies, with the admission being 
25 old tin cans for one admission, 
the only requirement being that the 
children be under 12 years of age. 
The child bringing the biggest 
piece of junk received a 12-day 
free pass and the child bringing 
the largest number of tin cans got 
a seven-day free pass. The kiddie 
bringing the cans in best condi- 
tion got a three-day free pass. The 


Clean-Up Week in this town, too, 
involved a_ clean-up—paint-up— 
fix-up pledge week, with people 
signing pledges to do their part to 
make Emmetsburg a better town 
in which to live. The Chamber of 
Commerce got out a big mimeo- 
graphed bulletin to all people in 
the city urging them that Monday 
was the Repair and Modernize 
Day, Tuesday the Paint Day, Wed- 
nesday, the Front Yard Day, 
Thursday the Back Yard Day, Sat- 
urday the Dress-Up, Light-Up, Re- 
furbish Day, with Sunday the 
Church Cooperative Day. 
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Here’s real headline news! Introduced only a short 
time ago, already the new Hamilton Beach No. 26 
Cleaner has marked up an impressive sales record. 
It’s a cleaner that’s bound to click. With the 
amazing Magic-Finger floor nozzle ... plus a wealth 
of other easy-to-use features . . . it’s truly a star per- 
former among cylinder-type cleaners. Smartly fin- 
ished in platinum grey baked enamel and heavy 
chromium plate, it sparkles with sales appeal. 

Right now hundreds of profit-wise dealers are en- 
joying a new upswing in cleaner sales with this 
quality-built money-maker. Join them! Call your 
jobber immediately! Have him show you the 
new No. 26. See why it’s the biggest news in 
cleaners today . .. your best bet for a greater cleaner 
business. If you don’t know the jobber nearest you, 
write us for his name. 


HAMILTON BEACH COMPANY, RACINE, WIS. 
Division of Scovill Manufacturing Company 


Retails for Only 


+1050 


With Complete 
Set of Cleaning 


HAMILTON BEACH 


— FF wien 


CYLING@OECR TYPE CLEANER 





a 


ye oy & 40-3 
within 
A Nozzle 


Picks Up Lint, Hair, Thread 
Gets Embedded Dirt 


Only the new Hamilton Beach No. 26 
Cleaner has this new efficient rug nozzle with 
“Magic-Fingers’”—a nozzle within a nozzle 
that insures thorough rug cleaning. A slight 
pressure on the extension tube lowers the 
inner nozzle ... concentrating all the suction 
on a small area of the rug. Small fingers on 
the nozzle comb rug fibers, loosen and pick 
up matted dirt, lint, hair, threads, and other 
clinging material. Releasing pressure on the 
tube returns inner nozzle to normal position. 





The main nozzle is hinged and balanced... 
always lies flat in proper cleaning position 
. ++ permits entire tube to be lowered clear to 
the floor for use under low furniture with 
only 134” clearance. The grooved surface 
equalizes the suction . . . draws air through 
the rug nap for a better cleaning . . . allows 
the nozzle to glide over the rug with a min- 
imum of effort. 


Other EASY-TO-USE Features 


* SUCTION REGULATOR 


Thumb-operated slots on uphol- 
stery nozzle, and extension tubes 
allow operator to control suction 
when cleaning light fabrics on 
which extreme suction is unde- 
sirable. ‘ 


4-WHEEL CARRIAGE 


Rides on 4 rubber wheels — 
swivel wheels in front. Turns 
easily without roughing up nap 
— a big advantage over skids.” 
Swivel wheels can be locked for 
cleaning stairs. 


SWIVEL FLOOR and 
WALL BRUSH 


Special swivel joint on brush per- 
mits extension tube to be lowered 
to 3” from floor... makes easier 
cleaning under beds, etc. Also 
valuable when cleaning walls. 
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PRIME ‘¢:4c:’ CONTROLLER 


To elp You 


M anufacturers Offer 





Prime Magic Flash Sign—This attractive card catches 
their eyes and brings in customers. Can be used on 
counter or in windows. It is offered to dealers by Prime 
Mig. Co., Milwaukee, Wis. Size, 17 in. high by 25 in 
in width 









Arvin Demonstrator — The 
counter display demonstrator 
for Arvin Electric , Heaters 
shown below, is offered by 
Noblitt-Sparks Industries, Inc., 
Columbus, Ind. It stresses the 
advantages of the Arvin heater 
and is colorful and attractive 
It is supplied free with an 
order for any two models from 
an Arvin jobber. 











Marble’s Display and Stack Case— 
Marble Arms & Mfg. Co., Gladstone, 
Mich., is offering free with a small 
assortment of best selling outer's 
knives, this modernistic case combin- 
ing both display and stock features. 
It is 15 in. long, 1134 in. high and 
634 in. deep. It is finished in deep- 
tone tan and chromium. Stock space 
is located in the rear of the case 


Counter Salesman — To 
suggest Alligator belt lac- 
ing to customers in hard- 
ware stores, this counter 
display is offered by the 
Flexible Steel Lacing Co., 
4607 Lexington’ St., Chi- 
cago, Ill 


Evanoil Heater Display—This 
four-piece, full colored action 
display designed to illustrate 
the principle of reversed fan- 
forced air circulation of Evanoil 
and Evanair space heaters is 
offered by the Evanair Divi- 
sion of Evans Products Co., 
Detroit, Mich. 
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Compact Floor Stand Display — 
This stand is offered to dealers by 
the Patent Novelty Co. of Fulton, IIL, 
without extra charge. The display 
assortment includes 16 dust pans, 
eight long handled and eight short 
handled, in both steel and rubber 
edged models and assorted colors, 
and an equally complete variety of 
Fulton mail boxes. All are priced to 
meet needs of various incomes 


“Black Leaf 40” Counter 





Compact Flashlight Department—A new 
method of merchandising flashlights and 
flashlight batteries is offered by the Ray-O- 
Vac Company, Madison, Wis., in the new, 
compact minimum stock flashlight department. 
Complete with fixture it costs the dealer only 
$12.94 and occupies 15 in. of counter space 










Atkins Counter Salesman— 
This hacksaw blade displayer 
has blue lettering and silver 
background. Six types of 
blades are shown and identi- 
fied. It is offered by E. C. At- 
kins & Co., Indianapolis, Ind 





Cards-—This green and black 
lithographed display card is 
offered by the Tobacco By- 
Products & Chemical Corp., 
Louisville, Ky. It is 5'/ in. 
wide, and 141% in. high. 
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100 Years Young! 


BLAKE & LAMB Steel Traps 


During the past century, many brands of steel traps have come 
and gone with the wind. 


The fact that, throughout this period, BLAKE & LAMB have 
survived the storms of aggressive competition and have 
steadily increased in popularity---is a fairly good indication 
that they have always represented a sound value to the 
hardware jobber, to the hardware dealer and to the trapper. 








More BLAKE & LAMB are sold today than ever in trapping history! 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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Selling Builders’ Hardware 
Outside the Store 


“Every build- 
ing needs 
hardware of 
some kind.” 


A, I intimated in the 


last article, outside selling is quite 
a different proposition than selling 
over the counter or in the sample 
room. 

Appearances are still important. 
That doesn’t mean you should 
drive up to a building under con- 
struction in a Rolls-Royce, even if 
you are a rich man’s son. It does 
mean you should be neatly dressed 
and have a smile on your face. 

Outside selling, in order to be 
productive, requires definite plan- 
ning. Aimlessly driving around 
hoping you will see a new build- 
ing isn’t the way to do it. You 
have several methods all of which 
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By 
ADON H. 
BROWNELL 


This type of selling calls for a 
systematic campaign and this 
article tells haw to plan one 


over a period of time should be 
explored and developed. 

First, visit the architect’s offices. 
See if they have work on the 
boards for which hardware must 
be purchased. Learn to know the 
girl in the office, for she can help 
you a lot if she wants to. Make 
friends of the architect’s drafts- 
men. They are valuable allies and 
besides they may be architects in 
their own right some day. The 
architect himself, of course, is the 
important point. Do not waste his 
time. Help him in every way you 
can. Volunteer to write his speci- 
fications. 

Second, there are the contrac- 


tors and builders. The larger ones 
have office forces and the purchas- 
ing is largely done there. Make 
the purchasing agent your friend. 
He is the man who can do you the 
most good. Learn to know the 
contractor’s superintendents on 
the jobs. They can go far toward 
making or breaking you on their 
particular jobs. 

Then there are building reports. 
It seldom pays to follow rumors— 
better find out what work is ac- 
tually going ahead. The cost of 
such service is small compared 
with the saving it will give you in 
time. 

The daily newspapers carry an- 
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nouncements of building permits. 
When a building permit is granted 
it stands to reason that building 
will follow. Every building needs 
hardware of some kind. In this 
day and age the fellow who seeks 
the business gets a lot farther 
along than the chap who waits for 
it to come into his store. Go 
after it! 

That is not all the planning that 
is required. Plan every day where 
you will go and whom you will 
see. This will avoid doubling back 
on your tracks and you will see a 
great many more prospects. 

In residential work you may 
first have to see the contractor on 
the job. You will want to see him 
anyway, for he buys the rough 
hardware. From him you can find 
out who will buy the hardware— 
whether it will be the architect, 
the owner or the builder. 

Carry samples with you to show 
on short notice. If you can get 
the buyer to meet you at your 
sample room so much the better. 
Always have paper, pencil, rule 
and price books with you. That 
seems almost unnecessary to men- 
tion. It is so obviously necessary, 
yet many salesmen forget these 
implements of their trade. 

Smaller builders do their buy- 
ing frequently right at the job. 
The trick is to catch them when 
they are there. Study your cus- 
tomers’ habits in this respect. Per- 
haps you can reach them at home 
at noon, others prefer that you 
contact them at night. Fit your 
time to suit theirs. 

Many small contractors who do 
a great deal of repair work, or 
builders putting up speculative 
homes, buy their hardware in case 
lots and maintain a stock of build- 
ers’ hardware. Do not overlook 
this business. It is, in many ways, 
more profitable than selling a con- 
tract job. 

Contractors buy a great deal of 
their hardware at the job or at 
their offices. Architects seldom 
buy this way. Either they have a 
specification written and take bids 
or they call at the sample room, 
providing you have _ interested 
them sufficiently to come to yours. 
Owners come most often to the 
sample room but many a job can 
be sold at their own homes. As a 
general rule, sample cases for call- 


46 


ing on this type of clientele have 
been neglected. You should see to 
it that you are able to make an 
interesting display in the home as 
well as at the sample room. 
Then, there is the final cus- 
tomer I would like to discuss— 
the committee. It may be a church, 
school or lodge building commit- 
tee. You should attend one of 
their meetings in order to submit 
your samples of hardware. Many 
salesmen who are able to talk 
fluently to individuals become 
tongue-tied when forced to explain 
their proposition to the commit- 
tee. Remember a committee is 
only a group of individuals. They 
will not bite or kick, either indi- 
vidually or collectively. 
Hardware contracts purchased 
by committees are usually in the 


higher dollar brackets. It will be 
worth your while to learn all you 
can about them previous to the 
meeting. The more you know 
about them and the better they 
know your store and yourself, the 
more intelligently you can deal 
with the committee. Do not over- 
look the value of contacts. Plan 
them, if possible, in advance of 
the time for selecting hardware. 
Even if you have been unable to 
contact any committee members 
in advance and come before a 
group of entire strangers there is 
much you can do. J 

If you have not had a chance 
to arrange your samples in ad- 
vance, do so as quickly as possible, 
chatting informally while doing 
so. Go through your presentation, 


(Continued on page 72) 





NOW READY FOR DELIVERY! 
The Useful Builders’ Hardware Textbook 


“Taking the Mystery Out of Builders’ Hardware” 


Y the time our readers receive 
this issue, hundreds of hard- 
ware men will have received their 
copies of the textbook “Taking the 
Mystery Out of Builders’ Hard- 
ware.” All orders for this long- 
awaited book are now being filled, 
without further delay—new orders 
will also be taken care of immedi- 
ately. Our printers have completed 
this volume and have produced a 
book which any hardware man will 
be proud to own. 
“Taking the Mystery Out of 
Builders’ Hardware” is a textbook 


that should be in the possession of 4 
and studied faithfully by every hard- @ 


ware dealer, clerk and _ traveling 


salesman. It summarizes the de- #8 


tailed knowledge and experience ac- 
quired by its author during 30 years 
of closely specialized work in this 
one branch of the hardware indus- 
try. These articles, written by Adon 
H. Brownell, first appeared as a 
series in HARDWARE AGE during the 
years 1937, 1938 and 1939. Keen 
interest in this series providing, we 
believe, the most complete treatise 
on the subject ever published, 
brought a demand for publication 
in book form. 

Copies of this book can be ob- 
tained at a cost of $3.00 cash with 
order or C.0.D. subject to a small 
postage charge. In Canada and for- 


eign countries the price is $3.50, cash 
with order. 





Contents of THE 
BUILDERS’ HARDWARE 
TEXTBOOK 


222 pages—60 chapters of the 
Elementary, Intermediate and Ad- 
vanced Courses, Working Blue 
Print, 9 Comparative Charts and 
Tables, 13 large detailed Draw- 
ings, Glossary of Builders’ Hard- 
ware Terms, Cross Reference 
Index. 


HARDWARE AGE 























Wickwire Bros., Inc. brings you something NEW 
to draw more customers into your store 








R=” for your store windows and counters, is 
this new and merry quartette of odd and 
fanciful characters. 

Their job is to bring a twinkle to the eye and 
a stab to the memory—a stab that will make the 
passerby say: “‘Oh, that reminds me!”’ 

Designed to represent various insect pests, 
these characters become a part of a striking 
*“‘Sales-help Plan” which includes displays, stuffers, 
streamers, etc. 

Frankly, the plan is an attempt, through the 
use of colorful displays, to make two customers 


CORTLAND GRAY-WICK... CORTLAND BLACK... Made 
Dull finished galvanized. Open from rust-resisting Open 
Hearth Copper-Bearing Steel, Hearth Copper-Bearing Steel. 
electro-zinc coated. Heavily Tough, elastic black enamel fin- 
Pigmented varnish enameled. ish. An exceptional value. 


step across your threshold where only one stepped 
before —customers whose eyes will rove from screen 
cloth to the many other items of hardware which 
they so often need. 

And if you’ll say a word for Cortland, we’ll be 
well repaid—and so will your customers, for no 
better choice of screen wire cloth could be made. 
That has been true of Wickwire Brothers Screen 
Wire Cloth for more than 60 years. 

Ask your Wholesaler for details of this new 
‘‘Sales-help Plan’’. Free to dealers who handle 
“Cortland Screen Cloth’’. 





ULTRA-PREMIER...Extra 
heavy. Superior strength espe- 
cially suited to doors and other 
hard usage. About 30% heavier 
than standard cloth. 


CORTLAND BRONZE... The 
“last word”’ in wire cloth. Has 
the elasticity of hard steel wire. 
Absolutely rustless—imper- 
vious to salt air, acids or gases. 





WICKWIRE BROTHERS, Tre Cortland, New York 
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Mew! leight at four Sngerls 5 
A TEXT BOOK IN A.B.C. LANGUAGE 


about BUILDERS HARDWARE 





GOOD BUILDERS' HARDWARE MEN ARE SCARCE! 
New opportunities are opening up for the man who knows his 
BUILDERS’ HARDWARE thoroughly. Let Adon H. Brownell, in his 
book “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” 
add to your knowledge of this line and give you many valuable 
suggestions on how you can increase sales and profits. 


You'll get the benefit of his 30 years’ experience in successfully 
He'll 


show you how you can quickly and easily set up a Builders’ 


selling, buying and manufacturing Builders’ Hardware. 


Hardware Department capable of servicing all the needs of your 
locality from the average home to schools, hotels, office buildings, 
churches, apartments, etc. 


Thousands of Builders’ Hardware Engineers as well as begin- 
ners in the field read the chapters as they appeared in HARD- 
WARE AGE. Now, by popular demand, they are available in 
book form, a complete volume any hardware man will be proud 
to own. The Elementary, Intermediate and Advanced Courses 
are all there, plus the detailed drawings and charts with a num- 
ber of additions. 


It is the only text book on all phases of Builders’ Hardware ever 
published. If you are an experienced Builders’ Hardware man 


it will be an excellent reference book to have in your files. If you 


are a beginner you will find it to be a book which will really 
“Take the Mystery Out of Builders’ Hardware”. 





maATL THIS 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


. copies of "TAKING THE MYSTERY OUT OF BUILDERS' HARDWARE" by Adon H. 
Brownell. | will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


Please send me 


NAME ... ......FIRM 


ADDRESS .. CITY 


C Check here if you enclose payment, in which case we pay postage. 


BUILDERS 
HARDWARE 
















Here are a few of the extra features 
and profitable ideas in this book that will 
mean more dollars for you! 


220 pages—page size 8!/2 x | 1'/2 inches—cloth 
bound to withstand hard usage. 

How to bring prospects into your store—with- 
out a penny of expense to you. 

Suggestions on making bids that will mean more 
sales and profits to you. 

How to cash in on the sale of replacements and 
"follow-up" items. 

A wealth of specific information on equipping 
public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 1 1'/2 inches, Glos- 
sary of more than 300 Technical Builders’ 
Hardware Terms, Cross Reference Index, etc. 

Over 600 Illustrations, Charts and Diagrams. 


This book will prove a profitable investment 
for you—at the low price of $3. With it you 
can add to your knowledge of this important 
and basic hardware line and be qualified 
to work with architects, contractors and 
property owners. 

Your clerks, too, should study and use this 
book. It wili make them more alert to the 
profit possibilities this line carries and 
show them the best ways to obtain them. 


TEAR OFF COUPON, SIGN IT and 
MAIL TODAY 








TODAY 
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Sales Have Increased 
Up to 100 Per Cent 


When Dealers Used 
Department Displays 
to Merchandise 
Home Butchering 
Equipment 


H OME butchering 


departments in 1939 brought to 
hardware dealers sales increases 
up to 100 per cent in this type of 
equipment. Last year home butch- 
ering departments were offered to 
dealers as an entirely new con- 
ception of promoting supplies for 
home butchering and home cur- 
ing. They now are proven extra 
business getters for the hardware 
store because they put the accent 
on display merchandising. 

The enthusiasm of hardware 
dealers is best mirrored by quot- 
ing comments received in a sur- 
vey made among dealers known to 
have set up home butchering de- 
partments in their store windows 
or interiors. “The display mate- 
rial was very helpful in making 
our usual window display featur- 
ing home butchering supplies. We 
had many very favorable com- 
ments on the window besides an 
increase in sales of about 100 per 
cent,” wrote The Omohundro 
Hardware Co., Scottsville, Va. 

“Sold more butcher knives in 
two weeks than I did in five 
months before,” from the Brum- 
mer Hardware, Newton, Ill. “You 
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A counter 
ing, salt, 
sales int 


lard pal 
his departme 


can bet I intend to run a home 
butchering supplies department the 
entire business season. It increased 
our sales on these items 33 1/3 per 
cent,” said John J. Reindollar, 
Fairfield, Pa. 

“I put up a home butchering 
display both in the store and in the 
window, too. I didn’t get it up until 
after Christmas, but it increased 
the sales of these items about 25 
per cent. Next year I’m going to 
start earlier and include canners, 
jars, jar rings, spices, as well as 
choppers and stuffers and all the 
other regular items,” commented 
P. M. Friesen, Jansen, Neb. 

These were increases that were 
made in the sale of such items as 
choppers, stuffing attachments, 
sausage stuffer, lard, fruit presses, 
knives, cleavers, kettles, gambrels, 
meat hooks, meat saws and meat 
pumps, thermometers, hog scrap- 


‘ ing choppers 4 > 
displays and other accessories "oP Palmyra, N. 


nt in The Schwering 





ents, sausage dress- 


nd attachm helped to increase 


ers, sharpening steels, wire 
brushes, lard pails, curing salt, 
seasoning, casings, block and 
tackle, rope, kettles, etc. 

A close inspection of the fore- 
going items will show that hard- 
ware dealers serving a farm com- 
munity already have*a large num- 
ber of them in stock and that but 
a small investment is required for 
the additional items to round-out 
a complete department. Then the 
dealer must merchandise his stock 
at the right time—when the cold 
weather sets in—and must mer- 
chandise by prominent display to 
get plus business from this stock. 

The experiences of those dealers 
who last year successfully pro- 
moted their home butchering sup- 
plies show that in all cases either 
window or interior displays were 
used, and in many instances both 
were used. Home butchering sup- 
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Colorful posters used with home butchering items as 
suggested in this window display will prove to be 
eye-stoppers for Mr. Farmer when he comes to town. 


plies must come off the shelves 
and must be moved from the rear 
of the store to a position of more 
prominence. 

If a dealer cannot erect a spe- 
cial interior display fixture or de- 
vote an entire window to a home 
butchering department, a counter 
arrangement of butchering and 
sausage-making and meat-preserv- 
ing equipment can be attractively 
set off by the use of counter dis- 
play cards or posters such as the 
examples accompanying this story 
which are available, without cost, 
from Enterprise Mfg. Co. of Pa., 
Philadelphia, Pa. 

This company also offers deal- 
ers a series of three newspaper 
mats; one 28-line single column; 
one 56-line single column, and 
a 56-line double column, all with 
room for the dealer’s imprint. 
These are offered free along 
with a display set consisting of 
four colorful pieces; a large cen- 
ter piece, 40 by 291% in. with two 
smaller side pieces, 21 by 14% 
in. All have easels and may be 
used for counter or window. Also 
in the set is a window streamer 
that measures 62 in. by 111% in. 

Morton Salt Co., Chicago, IIl., 
offers posters for inside or win- 
dow displays featuring curing 
salts, sausage seasoning and meat 
pumps, which are necessary items 
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in a home butchering department 
and display. 

Demonstrations are always ef- 
fective sales getters and while it 
is impossible for dealers to hold 


such demonstrations, they can sup- 
ply the necessary equipment to 
county agents who arrange educa- 
tional programs and demonstra- 
tions for farmers. These and other 
government agencies, through rep- 
resentatives and bulletins, are now 
working actively to interest farm- 
ers in home butchering and home 
meat curing and preserving. Thus 
the hardware dealer, wherever he 
can, should identify himself with 
their efforts. It is another step to 
making the hardware store the 
farmers’ home butchering head- 
quarters. 


The Farm Dollar 


Farmers are slaughtering an in- 
creasing number of millions of 
animals each year to provide their 
own meats and each year this rep- 
resents a comfortable investment 
of the farm dollar in butchering 
equipment for Mr. Farmer and in 
curing, preserving, and canning 
needs for Mrs. Farmer. Hardware 
dealers must be able to supply 
them and must make every effort 
to impress upon them, their stores 
as their sources of supply. 


What of Fortune? 


— can be the be- 
ginning of a fortune! Being 
unexpectedly thrown on his own re- 
sources (fired, if you please) has 
resulted in the big opportunity lead- 
ing to a fortune, for many a man. 
It is surprising what undeveloped 
ability will come to the surface 
when circumstances demand it. Men 
of fortune who are candid will tell 
us that many outside influences 
have much to do with the oppor- 
tunity which results in a fortune. 
We are inclined to be blind to 
most opportunities and the chance 
that stands out finds us unprepared 
to seize it. We hesitate and wait 
for the extraordinary circumstance 
which may never come. Bacon said: 
“A wise man will make more oppor- 
tunities than he finds.” To many, 
fortune is opportunity, and when it 
knocks they are too busy to listen; 
the din and pace of modern industry 
prevents them from hearing it. To 
some, misfortune has brought op- 
portunity, but the big, timely op- 
portunity does come to every man— 
not once, but again and again. 
Important as_ the circumstances 
are that lead to fortune. the ques- 


tion is what to do with it when it is 
obtained. The reward for those who 
have been keen enough to recognize 
their opportunities is certainly due 
them, but good fortune cannot be 
enjoyed by building up personal 
wealth. Fortune, rather, offers the 
opportunity to serve, to render kind- 
ness and to do good in many ways. 


Do You Know How to 
Read Blue Prints? 


Y understanding blue prints 

you will be able to figure both 
small and large builders’ hardware 
jobs more accurately and more prof- 
itably. Several chapters in the book 
“Taking the Mystery Out of Build- 
ers’ Hardware,” by Adon H. Brow- 
nell, and published by Harpware 
Ace, tell how to take off a job and 
explain the meaning of terms used 
in architectural drawings. You can 
secure your copy for only $3.00 cash 
with order, or C.0.D. subject to a 
small postage charge. In Canada 
and foreign countries the price is 
$3.50, cash with order. 
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ADVANCES 


Zinc oxides. 


Porcelain enamel range boilers. 


Some competitively priced garden hose. 


Some drop forge fittings. 


Copper. Copper, brass items. 





Aiuminum screen cloth—New 

York Wire Cloth Co., New York 

City, has confirmed last year’s sched- 

ule on Aldura aluminum screen 

cloth, at $6.00 per 100 square feet, 

basis to retailers on the bright finish. 
% * * 


Screen wire cloth — Cyclone 
Fence Co., Waukegan, IIl., on Sept 9 
opened the 1941 selling campaign on 
wire cloth. Dealer prices were re- 
affirmed on 16 mesh standard bright 
bronze wire cloth at $6.25 per 100 
square feet. Declines were an- 
nounced on several gages and fin- 
ishes. Dealer prices will be: 12 
mesh black, $1.80; 14 mesh gal- 
vanized, $2.20; 16 mesh galvanized, 
$2.50. Freight is equalized with 
other screen cloth factory points. 


x * 


Manila rope reduced—Last 
month, following the August drop in 
sisal rope leading domestic 
makers reduced prices on all regular 
grades of manila rope. For zone 2 
(east-central) territory, No. 1 manila 
is marked down one cent to 22% 
cents—No. 2 is reduced 4% cent to 
20% cents, and No. 3 is reduced 2 
cents to 17% cents per pound, all 
less the usual 10 per cent trade dis- 
retailers. | Transmission, 
bolt and lariat grades are un- 
changed. At the new prices, some 
makers are authorizing the booking 
of orders for shipment up to March 
31, 1941, but quotations are subject 
to withdrawal without notice due to 


prices, 


count to 
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the uncertainties of ocean transpor- 
tation in war-time. 
* * x 

Sisal tying twines—On Sept. 
10, some makers announced a 4 
cent per pound reduction on both 
grades of sisal tying and baling 
cordage, sometimes called “hay, hide 
and bale rope.” Orders for stock are 
being accepted for shipment during 
the succeeding 90 days, but prices 
are subject to change without notice. 





ADVANCES 
EXPECTED 


Sweat pads. 





Copper products—The price 
of copper was marked up from 11 
cents to 111% cents a |b., by leading 
producers, on Sept. 5 and was ad- 
vanced to 12 cents a lb. on Sept. 23. 
These two advances were reflected in 
various fabricated items sold in the 
hardware and supply business. Brass 
items have also been affected be- 
cause of increased copper prices and 
because of the rapidly advancing 
zinc spelter market. 

+ * * 

Zinc oxides — Leading pro- 
ducers of zinc oxide have announced 
advances of one quarter of one cent 
per pound on most grades as of Oc- 
tober 1. This was the first advance 
since July 1, 1937, and today’s high 








market on slab zinc has, of course, 
warranted the change. 
* * * 


Sweat pads—With advances 
in cotton cover fabrics and stuffing 
materials used in making sweat pads 
it is possible that sweat pad prices 
may go higher than their present 
level. At the present time one 
leading maker is taking business at 
prices in effect during the past 
spring and summer. 

% * * 

Saddlery hardware — Prices 
on certain saddlery hardware items 
that have been weak are now firm. 

* * * 


Gloves and mittens—There 
were material advances in the price 
of cotton work gloves and mittens, 
including leather palm numbers, a 
year ago. On Jan. 15, 1940, some of 
the larger manufacturers announced 
prices which have remained un- 
changed to date. However, during 
the early months of this year, some 
manufacturers made _ concessions 
which have in most instances been 
raised or withdrawn. 

os % * 

Garden hose Early 1941 
prices on garden hose have been an- 
nounced by leading manufacturers. 
On the better qualities there is no 
advance, but on the competitively 
priced grades of one-braid hose, the 
advances are quite substantial, rang- 
ing from 10 to 13 per cent. In 
view of the exceptional situation this 
year these prices might be advanced 
later on. 





DECLINES 


Manila rope. Sisal tying, baling 
cordage. 
Some gages, finishes wire cloth. 


Drop patterns floor covering. 

















Plumbing—uair-conditioning 
The lively building going on has 
speeded up plumbing goods sales, 
with several makers of enameled 
kitchen and bathroom equipment op- 
erating three 8-hour shifts daily. 
Prices are firm. On Sept. 20 there 
was an advance of about 5 per cent, 
on porcelain enameled range boilers. 
August air-conditioning contracts 
were the largest of any August on 


record. 
% = * 


Drop forged fittings—Effec- 
tive Sept. 16, there were advances 
of approximately 10 per cent on drop 
forged fittings, such as shackles, eye 
bolts, connecting links, swing links. 
etc. Due to defense needs, there is 
a distinct shortage on this line. 


* x 


Paints, brushes, etc.—Paint 
sales are sharing in the upward in- 
fluence of construction betterment. 
The latest industry statistics are for 
July, when sales of paint, varnish, 
lacquer and fillers totaled $34,056,- 
338, a gain of 154% per cent over a 
year ago. Price moves on paint ac- 
cessories have been few. Linseed oil 
has been moving erratically up and 
down, under the varied influence of 
liberal supplies, as against a possible 
short new flaxseed crop this season. 
Brush supplies and prices continue 
to be affected by reduced and slower 
shipments. 

* * * 


Firearms situation—Sporting 
arms and ammunition were bought 
farther ahead than usual this year, 
by many wholesalers and dealers. 
because there has been a general 
realization that the requirements of 
the nation’s defense preparations 
might interfere with the production 
of guns, rifles, shells and cartridges 
for sportsmen. It is increasingly ap- 
parent that although orders, now in 
hand, will be filled there may be 
some shortage of certain popular 
models during the rest of the year. 
One producer has announced its 
present inability to accept further 
orders, for certain models. The sit- 
uation will be intensified by the 
lengthening of the duck season, by 
about one-third, and the fact that 
optimistic forecasts have been made 





PRICES 
REAFFIRMED 


Aluminum screen cloth. 
Bright bronze wire cloth. 
Better grades garden hose. 
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for pheasant and deer hunting. It 
is evident that there will be a last 
minute scramble for equipment with 
late buyers facing disappointment. 


* x * 


Floor coverings—Congoleum- 
Nairn Inc., Kearney, N. J., has an- 
nounced to the trade the list of pat- 
terns discontinued from its 1940 Felt 
Base and Linoleum lines. The felt 
base patterns discontinued are from 
this manufacturer’s Gold Seal Con- 
goleum-De Luxe and Crescent Seal 
lines. The Gold Seal Congoleum- 
Superwear line, recently introduced, 
and consisting of entirely new pat- 
terns and colors, is not affected by 
this drop announcement. Drop pat- 
terns of Gold Seal Congoleum-De 
Luxe are offered at a price approxi- 
mately 10 per cent below the price 
of current patterns of Gold Seal 
Congoleum-De Luxe. The prices an- 
nounced Sept. 1 on the new Gold 
Seal Congoleum-Superwear remain 
unchanged and are about 5 per cent 
lower than the prices on Gold Seal 
Congoleum-De Luxe drops  an- 
nounced. Patterns announced as 
drops in the Nairn Linoleum lines 
include some patterns of Treadlite 
De Luxe and Treadlite Service, as 
well as discontinued numbers of 
Nairn Adhesive Linoleum and other 
linoleum commodities. 

* * * 


Tool lines—Leading whole- 
salers report that the current de- 
mand for tools, especially machine 
and precision tools, and drills, far 
exceeds the rate of supply. Reports 
coming from various tool manufac- 
turers tell of near-capacity opera- 
tions. Most makers forecast consid- 
erable delays in the competition of 
orders now entered, and impress 
that it will be necessary to anticipate 
future needs further in advance to 
maintain wholesale stocks against 
shortage. Plants affiliated with the 
National Machine Tool Builders’ As- 
sociation operated in August at 93.3 
per cent of estimated capacity, up 
five points from July. The indus- 
try’s capacity, measured in terms of 
pay roll hours, has increased sharp- 
ly during the past busy year. This 
capacity, at the end of August, was 
35 per cent above September, 1939. 


* * * 


Steel volume — Steel ingot 
production, though possibly headed 
for higher ground when orders be- 
come more evenly distributed as to 
plants and products, is stationary 
this week at 93 per cent says The 
Tron Age in its Sept. 26 issue. Gains 
in some districts are balanced by 
losses elsewhere. The volume of or- 









Looking Ahead 


Transactions in hardware 
are mounting in volume, and 
to an extent, in urgency, as 
the always busy sales of the 
fall months are further liv- 
ened now by some fears of 
later shortage. A growing, 
but as yet not serious, delay 
in shipments is noted by the 
wholesalers in certain lines, 
traceable directly to fac- 
tories which are already 
busy on defense orders. Rep- 
resentative of these are 
tools, heavy chain, wire 
rope, large bolts and nuts, 
property - protection fenc- 
ing, and many items of locks 
and window and door trim. 

Even the great majority 
of staple hardware lines, 
which for some time may 
continue to be promptly ob- 
tainable, are selling more 
freely, due in part to the 
spread of the “hedging” 
tendency on the part both 
of individual and of mercan- 
tile buyers. The market 
outlook is felt to be rea- 
sonably secure against early 
price declines, so there is 
not much hesitancy about 
entering future orders, or 
about building up stocks to 
protect against possible 
shortages to come. 





ders is in most instances equal to 
that of August and in some cases 
better. Generally orders are at least 
equal to shipments. 


* * * 


Radio sales—A recent Dun & 
Bradstreet, Inc., survey reveals that 
so far in 1940 the radio industry has 
bettered its 1939 sales record by at 
least 25 per cent. Buying of the 
smaller, inexpensive models has con- 
tinued to be most notable. In 1939 
the average retail price of receivers 
was only $34, compared with $100 or 
more 10 years or so ago. The cur- 
rent average retail price is estimated 
as being close to $40. New fre- 
quency-modulation receivers are 
among the latest innovations in the 
industry and are generally priced 
above $90. 


* * * 


Crosley refrigerators — Sales 
of Crosley Shelvador electric refrig- 
erators during the month of August 
increased 229.6 per cent over the 
sales for the corresponding month in 
1939, according to Robert I. Petrie, 
vice-president and general sales 
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Why the new Cyclone ‘retog” Hardware Cloth 


puts you bts SF Cinpéditont/ 


HE development of Cyclone’s welded selvage and precision weave is the 
most important and sensational forward step in quality hardware cloth 
since the beginning of the industry. That’s why dealers who sell Cyclone 
“Red Tag” Hardware Cloth are so far ahead of competition. Look at the im- 
portant features of this new cloth. Point them out to customers. Use them to 


makes sales quicker and to insure greater repeat business. 


STRAIGHT WIRES — true and even 2 WELDED SELVAGE— provides a flat, straight edge. 

* mesh. Throughout the entire length of * The selvage is uniform—with no width variation. The 

he cloth, the wires are straight, meshes even. attractive symmetrical design produces a precise, even 

ook at this close-up of the mesh. Cyclone’s edge. This new edge is easier to tack into wooden frames, 

precision weave results in a true, uniform providing a snug fit under the molding. Easier to weld to 

mesh. This makes the cloth better-looking steel frames, too. This means more satisfied customers, 
nd easier to cut square. more repeat business. 


1 


ag 


ag 


3, HEAVILY GALVANIZED AFTER WEAVING — 


* Cyclone’s patented method of galvanizing minimizes 
mesh distortion, for the mesh is pulled through the “hot 
dip” bath of pure molten zinc in such a way that the 
wires all stay in alignment. The cloth has a bright 
smooth, heavy non-porous coating that is truly beautiful 
to look at. 


= 


A WELL-KNOWN NAME—when you show cus- 

* tomers the Cyclone “Red Tag” and say “It’s 

Cyclone,” you pack a whole sales talk into two short 

words. For your customers know that “Cyclone” means 
good-looking, long-lasting hardware products. 


Through more than fifty years of excellent service and 
extensive advertising of the Cyclone name, the prefer- 
ence for Cyclone products has been soundly and firmly 
established. 


CYCLONE 
HARDWARE CLOTH 


CYCLONE FENCE COMPANY, Waukegan, III. 
Branches in Principal Cities 


United States Steel Export Company, New York 
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50% MORE SALES FOR YOU 
100% SATISFACTION TO HOME OWNER 


The third butt guarantees a door that will 
swing free for years to come. It protects 
against costly repairs. It’s extra profit for 
you and extra satisfaction for your customers. 
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—feature the CHORE GIRL 





All women welcome suggestions that will speed up 
and lighten their housework. The CHORE GIRL ball 
shaped pot cleaner, knitted from a continuous ribbon 
of pure copper, is a willing and efficient helper that 
pitches in and quickens the housecleaning tasks. 


Farmwives are lavish in their praises of her helpful- 
ness in quickly and efficicntly cleaning milk equip- 
ment, and lightening kitchen work. 


Order 2 dozen in the attractive four color counter 
display carton, from your jobber today, then keep her 
out where your customers can see and buy her. You 
will be delighted with the flow of dimes your sugges- 
tion will bring into your cash register. 


The CHORE GIRL is sold only through legitimate 
channels, never through church, fraternal organiza- 
tions, or house to house canvassers. 


ORANGE NEW JERSEY 
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manager, The Crosley Corp., Cin- 
cinnati, Ohio. Sales of Crosley ra- 
dios, in the same period, increased 
164.3 per cent over those during the 
month of August, 1939. 
* * * 

Building gains — New con- 
struction contracts awarded in the 
37 eastern states in August, totaling 


$414,941,000, established a new high 
since June, 1930, according to the 
F. W. Dodge Corp., New York City. 
The August value of residential 
building contracts totaled $152,988.- 
000, the highest since July, 1929, and 
20 per cent above August, last year. 


(See page 66 for independent 
retail dealers’ sales) 


Just Among Ourselves 


(Continued from page 16) 


ployment conditions. At first even 
this tremendous spending program 
will not be helpful to the retail 
hardware business. The money 
will have to trickle down into 
wages before hardware stores will 
feel the benefits of this increased 
movement of money. In addition 
to the munitions, machinery, cloth- 
ing, foodstuffs, transportation and 
other heavy equipment there will 
be hundreds of thousands of safety 
razors, knives, shovels, tools, etc.. 
purchased. But this will not likely 
affect retail sales, as most of these 
bulk orders are placed direct with 
manufacturers on a close, competi- 
tive basis. Nevertheless, all of 
these purchases increase produc- 
tion generally and thus improve 
payroll buying power so that there 
is a very definite ultimate business 
improvement angle to our national 
defense activities. 


Installment 
Payments: — 


From the strictly business angle 
there is of course the bitter with 
the sweet. Installment sales pay- 
ments cannot and will not be paid 
by most of the men in service. 
The right of replevin and/or any 
other action to enforce installment 
payments from those in service is, 
by law, prohibited, without court 
action. In actual practice this 
probably means there won't be 
any replevin nor will there be any 
attachment of income or other 
property. Installment payments 
generally may have to be post- 
poned until the customer has re- 
turned to civil life and re-estab- 
lished his normal earning and 
buying power. On merchandise 
that has rapid depreciation this 
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may work some hardship on the 
dealer—but if credits have been 
intelligently granted most install- 
ment buyers will be found suffi- 
ciently honorable and ready to 
make good when they are able. 
Currently, however, the extension 
of installment sales credit to men 
of military age is a major problem 
and a difficult one to handle. It 
calls for discretion and tact—dis- 
cretion that you will not face 
heavy losses and tact that does not 
offend good customers. We have 
practically no precedent for this 
problem, as our major growth of 
installment selling followed the 
closing months of the first World 


War and has enjoyed its greatest 
growth since that tine. 


Two 


Problems :— 


To sum it all up, from the busi- 
ness viewpoint, hardware distrib- 
utors have two major problems in 
connection with the peace time 
draft—the question of personnel 
dislocation and of installment sales 
payments, and both require utmost 
skill and immediate careful plan- 
ning. The wholesaler faces the 
same situation as many of his 
smaller dealer-customers, one-man 
stores, man and wife stores, etc., 
may be operated on liberal credits 
to men who in normal times have 
been excellent moral and economic 
risks but who in these upset times 
are a credit hazard because they 
are of military age. The one shin- 
ing hope is that these credit prob- 
lems may be offset by the momen- 
tum of increased buying when the 
full defense program gets under 
way. In the meantime intelligent 
and tactful caution is urgently re- 
quired. 





USEFUL IN ALMOST ANY HOME 
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“That’s just what I’ve been looking for. My 
husband’s always practicing on the saxophone.” 
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GLOBE AMERICAN APPOINTS THREE 
DISTRICT SALES MANAGERS 


Three new district sales man- 
igers have been announced by 
the Globe American Corp., Ko- 





J. E. GREGORY 


komo, Ind., to direct sales of its 
line of ranges and heaters in six 


middle - western and _ southern 

states. | 
J. E. Gregory, who was for- 

merly with the Sherman Stove 


Co. and at one time head of his 
wwn sales organization in Ohio, 
has been appointed to travel the 
vortheastern part of that state for 
Globe American, with his head- 
quarters in Cleveland and cover- 
ing also Akron, Youngstown, etc. 

In the South, Carl Gayhart has 


% 


i 





CARL GAYHART 


been assigned to cover the states 
of Kentucky, Tennessee, Georgia 
and Alabama. Mr. Gayhart was 
formerly with the Crown Stove 
Works, Chicago. 

For the past five years district 
sales manager of the Cleveland 
Co-Op. Stove Company, in Mich- 
igan, H. R. Martin will take over 
the same position and territory 
for Globe American, covering the 
key markets of that state and 








H. R. MARTIN 


making his headquarters in De- 
troit. 

They will handle the complete 
Globe American line, including 


Dutch Oven heat-retained gas and 
electric ranges, Globe electric 
ranges, and “Glow Boy” and 
“Ray Boy” coal and oil heaters. 


X CLUB DINNER OCT. 13 


The X Club will hold its din- 
ner, Sunday evening, Oct. 13, at 
6:30 p.m., in the Green Room 
of the Marlborough-Blenheim 
Hotel, Atlantic City, N. J. The 
semi-annual dues, $5.00, remain 
the same and will take care of 
the dinner, refreshments and en 
tertainment. Check should be 
sent to George H. Harper, 1901 


| Light ‘St., Baltimore, Md. 


| 


BIRKENSTEIN PURCHASES 
ANKER-HOLTH CORP. 
George Birkenstein has _pur- 
chased the Anker-Holth Mfg. Co., 
Port Huron, Mich., manufacturer 


| of cream separators, milking ma- 





| chines, ete., it was announced re 


cently. Mr. Birkenstein, promi- 
nent engineer, is president of the 
George Birkenstein Corp., Chica- 
go, smelters and refiners of non- 
ferrous metals. 

O. R. Frost, president, has re- 
signed that position with the 
Anker-Holth Mfg. Co. G. L. 
Bryce has been appointed general 
sales manager and Otto Krenke 
nlant superintendent. Jeffrey 
Felsenthal is vice-president. The 
company hopes with its new pol- 
icy to increase the sale of its 
products and to develop new 
products and other items for the 
plant’s manufacturing capacity. 


|Open House to Be Observed 
| As Two Events, May 1-10, Oct. 2-11 


| At the request of participating 
| hardware retailers, jobbers and 
| manufacturers, National 
ware Open will be ex- 
panded into two 10-day selling 
} events in 1941. 

| The first, National Hardware 
| Spring Open House is scheduled 
ifor May 1 through 10; the sec- 
jond, National Hardware Fall 
Open House, October 2 through 
ll. Each event will begin on a 
| Thursday and will include two 
Saturday sales days. 

Keystone of the dealer’s pro- 
|motion is a kit of Spring Open 
advertising material for 


House 


House 


retailers to identify their stores 


‘with National Hardware Spring 


Hard- | 


Open House. Included are news- 
paper mats and about 200 pieces 
of window and store display ma- 
terial. 

The kit is being prepared by 
the National Retail Hardware As- 
sociation and will be distributed 
through state associations and 
hardware jobbers. It is priced 
at $2.75. In addition to the offi- 
cial advertising display kit spe- 
cial Spring Open House tie-up 
displays will be supplied by 


manufacturers. 


WESTERN DIVISION 
George Gray, western division 
| manager of Devoe & Raynolds 
| Co., New York City, has an- 
| nounced that Clinton Rock has 
joined the organization to take up 


| ROCK JOINS DEVOE'S 





ROCK 


CLINTON 


special sales work in the com- 
pany’s master painter department. 
At one time in the contracting 
painting business himself, Mr. 
Rock, during the past several 
years, has been employed by the 
National Lead Co. 

Mr. Rock will, for the time be- 
ing, continue to make his home 
in St. Paul, Minn., though his 
new duties will take him into 
most of the western states. In 
this work he will be closely as- 
sociated with George Merwin who 
heads the painters’ department 
for Devoe & Raynolds Co. 


C. W. BROWN ELECTED TO 
PRATT & LAMBERT BOARD 


C. W. Brown, resident man- 
ager, eastern division, Long Is 
land City, was elected to the 
board of directors of Pratt & 
Lambert, Inc., at its meeting Sept. 
4, at Buffalo, N. Y., headquarters 
of the company. 

Mr. Brown’s connection with 
the company dates back to Dec 
4, 1921. In 1931 he was made 
sales manager of the eastern di- 
vision, and in 1939 was appointed 
resident manager, succeeding the 
late H. S. Prescott. 
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J. C. RUSSELL ELECTED PRESIDENT 
OF MAJESTIC MFG. CO. 


John C. Russell was recently 
elected president of the Majestic 
Mfg. Co., of St. Louis, manufac- 
turer of coal and gas ranges. Mr. 











JOHN C. RUSSELL | 


Russell, who had been associated 
with the Browning Arms Co., St. 
Louis, Mo., and its parent holding 
company, the J. M. and M. S. 
Browning Company for many 
years, resigned his Browning af- 
filiation to become president of 


the Majestic Company on Sep- | 


tember 10. 

Mr. Russell, following the war, 
moved to Salt Lake City, Utah, 
and became associated with the 
Bankers Trust Company and the 


National Copper Bank of that | 
| city. 


In 1926, after handling as 
banker the Salt Lake interests of 
the Brownings, he was given ac- 
tive charge of the Browning Arms 
Company. He was elected vice- 
president of that company in 
1935, and also 
president of the parent holding 
company, the J. M. and M. S. 
Browning Company. 








GARDINER METAL NAMES 
AGENT FOR SOUTH 

The Gardiner Metal Co., 4820 
S. Campbell Ave., Chicago, IIl., 
manufacturer of flux-filled solders 
has appointed Taylor Bros., Rich- 
mond, Va., manufacturers’ rep- 
resentatives, to represent the 


At the close of the afternoon 
in Indianapolis the convention 
will be transported en masse to 
French Lick Springs where the 





company in North and South 
Carolina, Georgia, Florida, Ala- 
bama, Mississippi and Tennessee 
with the exception of Memphis 
and enly the city of New Orleans 
in Louisiana. 


S-W DISTRIBUTORS TO 
PREVIEW REFRIGERATORS 


The annual national conven- 
tion of the refrigerator division, 
Stewart-Warner Cerp., Chicago, 
fll., will be held Oct. 16 to 19 in- 
clusive, at Indianapolis and 
French Lick Springs. 

The morning session of the first 
day of the convention in Indian- 
apolis will be devoted to the 
presentation of the new 1941 line. 
Luncheon will be served in the 
plant. During the afternoon dis- 
tributors will tour the Indian- 


The Capewell Mfg. Co., Hart- 
ford, Conn., established in 1881, 
have completed the installation of 
the newest and most improved 
equipment for the manufacture 








apolis plant, where Stewart-War- 
ner conventional and Dual Temp 
refrigerators are made. 
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DAVID A. UTIGER 


became a _ vice- | 


| 


merchandising, advertising, and 


|sales programs for the coming | 


| year will be presented. While 
this is going on in French Lick 
3prings the service managers, who 
| will remain in Indianapolis, will 
attend a special service conven- 
tion of their own. 


SILENT SIOUX OPENS 
WEST COAST OFFICE 


J. A. Fox, sales manager of the 
| Silent Sioux Oil Burner Corp., 
Orange City, Iowa, has announced 
the opening of Pacific Coast of- 
fices and a permanent showroom 
in the Western Merchandise 
Mart, San Francisco, Calif. The 
| company’s complete line of space 
| heaters, furnaces, and air condi- 
' tioning equipment will be on dis- 
play, with western representative 
|H. L. MacMillan in charge. 


| 
B. M. VAUGHN & CO. ADDS 
| SPECIALTY SALESMAN 


A. M. Wampler has joined 
|B. M. Vaughn & Co., 3227 Milam 
St., Houston, Tex., manufactur- 
ers’ agent, as specialty salesman 
|doing specialized sales work 
throughout the territory covered 
by the company. 


DAVID A. UTIGER HEADS METAL SAWS 
DIVISION FOR CAPEWELL MFG. CO. 


'of hack saw blades of all sizes. 


| and types. The past several weeks 

have been devoted to research 
work and a thorough testing of 
| preliminary production. In the 
| very near future Capewell will be 
in full production. 

This new division is in charge 
lof David A. Utiger, who has had 
wide experience in manufactur- 
ing and merchandising, having 
previously been connected with 
nationally known manufacturers 
and wholesale hardware houses. 
He is assisted by a manufacturing 
personnel of long experience in 
the manufacture of hack saw 
blades. 

The executives of the Capewell 
Mfg. Co. are: Staunton Williams, 
president; C. H. French, vice- 
president: J. Dwight Dana, secre- 
tary; P. W. Grace, general sales 
manager; G. J. Middleton, export 
manager, and David A. Utiger, 
manager metal saw division. 





PARKER IN SOUTHEAST 
FOR WASHBURN CO. 


Through an emergency in the 
| Chicago sales office of The Wash- 
| burn Company, Worcester, Mass., 
| E. J. Fieser, recently appointed 
representative of the company in 





Cc. 0. PARKER 


the Southeast, has returned to this 
office. C. O. (Clayton) Parker 
| from the Worcester offices has 
| been assigned to the southeastern 
territory which consists of Vir- 
ginia, North Carolina, South 
Carolina, Georgia, Florida, Ten- 
nessee and Alabama. As a sales 
correspondent of the company 
for a number of years, Mr. Parker 
is fully acquainted with the en- 
tire line of “Androck” products, 
which include kitchenware, hard- 
ware and bicycle baskets. He 
will make his headquarters at 
Atlanta, Ga. 


NEW SALES SUPERVISORS 
FOR DETROIT REX PROD. 


E. L. Melihenny, sales man- 
ager Alkali Division, Detroit Rex 
Products Co., 13005 Hillview 
Ave., Detroit, Mich., announced 
the appointment of two sales and 
service supervisors in the midwest 
as follows: W. S. Fernholz, with 
headquarters at the Chicago Of- 
fice, will supervise the states of 


Illinois, Missouri, Wisconsin, 
Iowa, North Dakota, and South 
Dakota; L. Camel, with head- 


quarters at the Cleveland Office, 
will supervise the states of Ohio, 
Kentucky, West Virginia, West- 
ern Pennsylvania, and Western 
New York. 
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MANAGER FOR CROSLEY 
REFRIGERATOR DIV. 
J. F. Crossin has been ap- 
pointed manager of the refrigera 
tion division of The Crosley 





J. F. CROSSIN 


Corp., Cincinnati, Ohio. For nine 
years Mr. Crossin was eastern 
regional sales manager for the 
Kelvinator Corp. with headquar- 


ters in New York. Prior to going Sreutiit auainieees Daisies Seek 
Enforcement of Sunday Laws 


with Crosley, he was sales man- 
ager for the Waring Corp. of New 
York. | 

oe } 


| 


150 ATTEND BKLYN. 
HDWE. OUTING 


More than 150 members and 
guests of the Brooklyn Hardware 
Association attended the Dutch 
Treat Outing held on Sept. 11, | 
1940, at Jones Beach. A complete 
program of golf, baseball, and 
other games was held during the | 
afternoon, followed by a chicken | 
dinner in the evening at the Brau- 
haus Hotel in Baldwin, L. I. 


Jack Perkins, J. H. Williams & 





Co., won the golf prize for the | law. 
hole-in-one | cases, attorney for the druggists | 
| secured a delay. Another hearing 


best score and the 
contest was won by-Chas. Fuhrer, 


|Cullen E. 


| stores on Sunday in violation of 


|tion held on Sept. 


“U,” Brooklyn, told of his activ- 


| that charges 
| against three drug stores in his | 
|community for violations of this | 


program for the day was devel- 


|oped and directed by the en- 


tertainment committee of the 
Association, Edw. F. Daley, chair- 
man. 


cision was made to hold a Guest 
Supper, in place of the annual 
banquet. The supper to be 
served in buffet fashion, will be 
held Tuesday evening, Oct. 29 at 


| a time and place to be announced 


NEW ORLEANS CLUB 
ELECTS OFFICERS 


At the last meeting of the New 
Orleans, La., Hardware Club, 
Jules J. Grosz was elected presi- 
dent of that group. He will serve | 
a six-month term, succeeding 
Jules J. Toledano. Other officers 
elected were: first vice-president, 
Vetter; second vice- 
president, Jerome Lukinovich; re 
cording secretary, Harry R. Iley; | 
corresponding secretary, Albert 
A. Kussman, and treasurer, Wil. | 
liam J. Carrere. 


METROPOLITAN DEALERS 
PLAN GUEST SUPPER 


At the September 24 meeting 
of the Metropolitan Hardware As- 
sociation, held at the Hotel New 
Yorker, New York es the de- 


Sale of durable goods by drug 


Section 2147 entitled Public 
Traffic on Sunday of the New 
York State Penal Law was dis- 
cussed at the regular meeting of 
the Brooklyn Hardware Associa 
12, 1940, in 
the Johnson Building, Brooklyn, 
N. Y. 


Morris H. Kahme, 1901 Ave. 





ity on this problem and stated 


have been filed | 


At the first hearing on the | 


Diamond Expansion Bolt Co. The | is scheduled for Sept. 16. Mr. 





The Employees’ 


annual bus ride and outing recently at the Pine Grove Inn near Amityville, N. Y 


120 ATTEND OUTING OF OTTO HERRMANN’S EMPLOYEES’ ASSN. 


' the cduntry is to enjoy the degree 


at a later date. An address on 
the subject of trade diversion will 
be one of the features of the pro- 
gram. There will be a quiz pro 
gram, on hardware subjects, with 
a team from each of the four 
member associations participat- 
ing. 

The meeting was presided over 
by Sydney H. Atkinson, R. J. At- 
kinson, Inc., Brooklyn, N. Y., | 


-| president of the association. Plans | 


for a membership drive and the 
appointment of a new secretary | 
were discussed. Present were | 


| representatives of the four mem- | 


ber associations: Brooklyn Hard- 
ware Association; Hardware & 
Supply Dealers Association of | 
Manhattan & Bronx Boroughs, | 
Inc.; Westchester County Hard- | 
ware Dealers Association and the | 
North Jersey Hardware & Supply 
Association. 


Kahme urged the association to 
start a drive on these violations 
in order to curb this unfair sale 
of merchandise much of which is 
also sold by hardware dealers. A 
committee is to be appointed to 
work with Mr. Kahme on this 
problem. 

August C. Flamman, Mellen, 
Flamman & Simson, New York, 
N. Y., attorney for the associa- 
tion, emhpasized the importance 
of every citizen doing his job and 
voting during the coming elec- 
tion. He said that many issues 
| of importance to worker, and 
| businessman must be decided if 





of prosperity that is possible. 
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UNDERHILL COMPLETES 
50 YEARS WITH OKONITE 
On Sept. 16 a dinner and re- 
ception was tendered John Del- 
mar Underhill, vice-president of 





JOHN D. UNDERHILL 


The Okonite Company, Okonite- 
Callender Cable Co., Inc., and 
Hazard Insulated Wire Works, 
Passaic, N. J., by his fellow em- 
ployees, in celebration of his com- 
pletion of 50 years of service with 
the company. Fifty-three Okonite 
men, including managers and rep- 
resentatives from all sales offices, 
attended the celebration, which 
was presided over by President 
F. C. Jones, as toastmaster. 

In addition to the many trib- 
utes from his associates to the 
outstanding qualities that have 
contributed so much to Mr. Un- 
derhill’s success, many telegrams 
from men in the industries which 
Okonite serves, and from other 
wire and cable companies as well, 
testified to the high regard in 
which “Del” Underhill is held by 
all who know him. Appropriate 
gifts were presented by the Oko- 
nite Company and by his associ- 
ates. 


Association of Otto Herrmann, Inc., Glendale, L. I., New York, and members of their familities held their first 
. The entire party numbering more than 120 


people motored to the picnic grounds in three big buses which departed from the hardware store at 10 a.m. A picnic dinner was 
served at which Joseph P. Clundt, president of the association presided and the program for the afternoon consisted of games and 


a buffet supper. 


As an outgrowth of this outing, the Employees’ Association is now organizing its own soft ball team and is plan 


ning several bowling teams later in the year. The association has 36 members at the present time. 











58 


HARDWARE AGE 








ae ae 


coaiaka ma & 











PRICE RISES UNNECESSARY. SAYS 


RETAILERS’ ADVISORY COMMITTEE | | 


(Washington Bureau 
of HARDWARE AGE) 

The Retailers’ Advisory Com- 
mittee, appointed by representa- 
tives of 52 national retail organ- 
izations to advise the National 
Defense’ Advisory Commission, 
has reported to Consumer Ad- 
viser Harriet Elliott of the com- 
mission that it has found no pres- 
ent indications that would justify 
any general price increase result- 
ing from unused production fa- 
cilities. Meeting consumer rep- 
resentatives of the defense com- 
mission on September 17, mem- 
bers of the retailers’ committee 
told Miss Elliott that price report- 
ing at the pre-retail level will be 
undertaken as one step to prevent 
an upward spiral of retail prices. 

The retailers’ committee rec- 
ommended the appointment of re- 
tail representatives because of 
their knowledge of price trends to 
work for state defense councils 
as they are organized. The com- 
mittee concurred with a plan to 
discourage “buy now” campaigns 
of the type sponsored by the gov- 
ernment itself during NRA days. 
The view was put forward that 





such a campaign could only re- 
sult in the upward spiraling of 
prices—prices that would be rec- 
ognized as completely unjustified. 

Present at the Sept. 17 meeting 
were: 

Fred Lazarus, Jr., vice-presi- 
dent of the F. & R. Lazarus & 
Co., Columbus, Ohio, chairman; 
Horace P. Aikman, Cazenovia, 
N. Y., past president, N.R.H.A.; 
Lewis W. Cole, chairman of the 
executive committee of the Na- 
tional Association of Food rag 
Louisville, Ky.; John Goode, N 
tional Association of Retail a 
gists, Asheville, N. C.; J. Hudson 
Huffard, president of the National 
Retail Furniture Association, 
Bluefield, Va.; Oswald W. 
Knauth, chairman of the econom- 
ic advisory committee of the 
National Retail Dry Goods As- 
sociation, New York City; Bruce 
MacLeish, Carson Pirie Scott & 
Co., Chicago, Il.; Clark Mauch- 
ley, vice-president of F. W. Wool- 
worth & Co., New York; Gerrit 
Vander Hooning, past president 
of the National Independent Gro- 
cers Association, Grand Rapids, 


Mich. 





N. Y. PAINT GROUPS 
TO HOLD XMAS PARTY 


More than 300 members and 
guests attended the first fall meet- 
ing of the New York Paint, Var- 
nish & Lacquer Association, held 
Thursday evening, Sept. 12, 1940, 
in the Music Room of the Hotel 
Biltmore, New York City. Fol- 
lowing dinner a brief business 
meeting was presided over by C. 
Francis Beatty, Socony Paint 
Products Corp., president of the 
erganization. Hendrick E. Hen- 
drickson, S. Winterbourne & Co., 
veteran treasurer of the associa- 
tion read his report which showed 
the group’s financial condition to 
be very excellent. Announcement 
was made that the annual Christ- 
mas party of the New York Paint 
& Varnish Production Club and 
the New York Paint, Varnish & 
Lacquer Association will be held 
Thursday evening, Dec. 12. 

The festivities were concluded 
with a varied bill of professional 
entertainment, including dancers, 
musicians and a magician. 


WASHINGTON ASSN. 
CHANGES NAME 


(Washington Bureau 
of HARDWARE AGE) 


The Retail Hardware Associa- 
tion of Washington, D. C., has 
changed its name to the Wash- 
ington Hardware Association. At 


a meeting on Sept. 18, the organ- 


ization also voted to open its 
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membership to retailers whose 
hardware business amounts to not 
less than 25 per cent of their total 
volume of business. 


JAMES C. FOSTER LEAVES 
NORTHWESTERN STEEL 


James Caven Foster, since 1938 
president of the Nerthwestern 
Steel & Wire Co., Sterling, IIl., 
has resigned. Before affiliating 
with Northwestern Mr. Foster 
was general sales manager of 
Jones & Laughlin Steel Corp., 
Pittsburgh, Pa., with which con- 
cern he had been associated for 
over 25 years. 

Mr. Foster has not announced 
his plans for the future. 








J. C. FOSTER 
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ROPE PROFITS STEP 
AHEAD WITH AMCO! 


Extraordinary rope which gives greater rope 
value but sells at usual rope prices will bring 
in more business and make new customers. 
Amco “All-Weather” Rope is that kind of 
rope ...a real profit leader. Amco is the 
original rot and waterproofed rope. A spe- 
cial cordage solution, which contains no tar, 
graphite, or creosote, gives Amco excep- 
tional resistance to wear, heat and dampness. 
Ameo is profitable. For all its superiority 
and longer life, it costs no more per foot, nor 
weighs no more per pound. You can see why 
it never fails to bring new customers and 
holds the old ones. Every dealer who has 
taken on AMCO ROPE has substantially 
increased his rope business. Write us for 
complete details. ’ 


AMERICAN MANUFACTURING COMPANY 
ST. LOUIS CORDAGE MILLS 
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AMERICAN “SUPERIOR” MANILA ROPE 
TWINE - OAKUM * PACKING 
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UNION HARDWARE 


announces a 


NEW 
RINK ROLLER SKATE 





This new and improved rink roller skate by Union 
Hardware has been skillfully designed to provide for 
the widest range of action, satisfying the require- 
ments of all types of skating. Note below the sig- 
nificant construction features, many of them exclu- 
sive with Union Hardware. Here, you'll agree, is a 
rink roller skate earmarked for profitable selling. 
Write for full particulars on wide range of sizes and 
styles available. 


(1) Exclusive truck mounting permits widest range of ad- 
justment without strain on vital parts. 


(2) Full-floating trucks mounted entirely on rubber for 
smooth, tireless riding. Metal does not touch metal. 


(3) Adjustable double ball race precision bearings hardened 
and tempered. 
(4) Dust caps inside and outside. Wheels reversible. 


(5) Heavy gauge, cold rolled steel used throughout. Carriers 
hardened and tempered. All parts heavily plated. 


This skate is offered in clamp pattern (illustrated) or 
screw-to-the-boot pattern with either bright nickel or 
chrome plate and with composition or hard maple wheels. 


HARDWARE COMPANY 
aw EWE GW § YU 


MFCoed FTAs. 1OS- 
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NEW YORK OFFICE ISi' CHAMBERS STREET 
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LUHRS AGAIN HEADS ASSOCIATION 


| TOY MAKERS SET 1941 FAIR DATES; 


Set March 10-15, 1941, as Wholesalers’ 
| Week of American Toy Fair —show- 
ing for retail dealers—March 17-29 


Plans for the 1941 American 
| Toy Fair, to be held in New York 
| City, effects of the national de- 
| fense program on the toy industry 
}and problems in the toy export 
| business were among the topics 
of the 24th annual meeting of the 
| Toy Manufacturers of the U.S.A., 
| Ine., held Sept. 19-20, at the 
| Hotel New Yorker, New York 
| City. Like the 1940 fair, next 
| year’s exhibition will start with 
a wholesalers’ week, March 10-15, 
while the showing for the retail 
trade, will be from March 17-29, 
|inclusive. The marketing com- 
mittee, G. A. Fox, Milton Bradley 
| Co., Springfield, Mass., chairman, 
|in its report emphasized the fact 
| that those dates were named be- 
| cause of the possibility of bottle- 
| necks in the toy industry, devel- 
| oping as the result of the defense 
program. 

In a discussion of prices the 
suggestion was made that when- 
ever price advances may become 
necessary the true facts should 
be presented and the reasons 
necessitating such advances be 
clearly explained. The suggestion 
|that the industry cooperate with 
| the Consumers Advisory Commit- 

tee of the National Defense Com- 








mission to keep consumer prices 
at the lowest possible levels met 
with general approval. The pub- 
licity committee, of which C. L.| 


New York City attorneys, re- 
viewed fair trade legislation, and 
maintained that it is better for 
individual manufacturers to main- 
tain prices by setting their own 
policies than to resort to the law. 

The national defense program’s 
effect on the toy industry was 
discussed by Roy A. Cheney, 
New York City, president, Un- 
derwear Institute and member 
Trade Association Advisory Com- 
mittee to the National Defense 
Commission. He stated some toy 
manufacturers might be called on 
as sub-contractors to produce 
parts for defense equipment. The 
more manufacturers can produce 
for the government program the 
less government regulation there 
will be. 

Murray Shields, economist, Ir- 
ving Trust Co., New York City, 
said we are in the first phase of 
an armament boom, and that in- 
dustrial. production will be above 
that of either 1937 or 1929. Our 
$15,000,000,000 defense program 
may come nearer to $25,000,000,- 
000 in the next five years, he said. 

The annual banquet, held 
Thursday evening, was addressed 
by Robert Kazmayer, author and 
traveler, who told of his experi- 
ences while traveling in Germany, 
Russia and other foreign coun- 
tries. 

Speaking “Behind the 


on 





Kingsbury, Kingsbury Mfg. Co., | Washington News,” Ray Tucker, 
Keene, N. H., is chairman an- Washington, D. C., columnist said 
nounced that the association’s | that whatever action we take in 
promotional activities will be ex-| international affairs should be 


John G. 


tended to include a broad adver- taken for ourselves. 


tising campaign for American | Lerch, tariff counsel for the play- 
made toys. | things industry, briefly reviewed 
David S. Kane, Duel & Kane, | tariff trends. 


Paul Stauder, ex- 





Officers and some of the directors of the Toy Manufacturers of 
the US.A., Inc. Left to right—seated: C. H. Eastman, Eastman 
Mfg. Co., Inc., Union City, Pa., treasurer; H. E. Luhrs, The 
Beistle Co., Shippensburg, Pa., president and C. H. Dietze, Jr., 
The Kirchof Patent Co., Newark, N. J., second vice-president— 
second row: T. J. Seitz, Auto Wheel Coaster Co., N. Tonawanda, 
N. Y., director; F. W. Gilbert, The A. C. Gilbert Co., New 
Haven, Conn., director; Herman G. Fisher, Fisher-Price Toys, 
Inc., E. Aurora, N. Y., advisory past president; James L. Fri, 
New York City, managing director; T. W. Smith, Jr., Sun 
Rubber Co., Barberton, Ohio, director; and Horatio D. Clark, 
New York City, assistant director. 
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port manager, The Lionel Corp., | 
New York City, speaking on the | 
outlook for exports said that when 
trade in one territory is hurt it 
usually opens up in another sec- | 
tion. C. E. H. Gil, The A. C. 
Gilbert Co., New Haven, Conn., 
said that problems of exchange 
and unfavorable trade balances 
create problems in the export 
business these days. 

The association voted to can- 
vass all members as to preferences 
for the dates of the next annual | 
meeting. A. C. Gilbert, The A. C. 
Gilbert Co., New Haven, Conn.., | 
first president of the association, 
when it was founded 25 years 
ago, was elected honorary presi- | 
dent of the association. 

The golf tournament held Sept. | 
21, at the Westchester Country | 
Club, Rye, N. Y., had as its low | 
gross winner C. A. Brethen, All | 
Metal Products Co., Wyandotte, | 
Mich., a director of the associa- 
tion who received the E. I. Hors- 
man cup. H. D. Allen, Gong Bell 
Mfg. Co., E. Hampton, Conn., 
won the Freeport cup for low net 
and the all eastern cup for second 
low net was received by H. W. 
Wenzeler, The Ohio Art Co., 
Bryan, Ohio. J. M. Breneman, 





B. CHRISTIANSON JOINS 
COAST TO COAST STAFF 


Maurice L. Melamed, secretary- 
treasurer, Coast to Coast Stores 
Central Organization, Inc., Min- 
neapolis, Minnesota, has  an-- 
nounced that B. Christianson has | 
joined the merchandising staff of | 
the Central Organization, Inc. 

Mr. Christianson will head the 
home appliance promotion de- 
partment. His work will consist 
mainly of assisting the Coast to| 
Coast store owners throughout the | 
Northwest to increase their sales | 
of radios, washers, refrigerators, | 
stoves, etc. 

Mr. Christianson has been na- 
tionally prominent for many years | 
in the hardware industry. For 1] | 
years, he was assistant secretary | 





| 


| 








B. CHRISTIANSON 
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Hubley Mfg. Co., Lancaster, Pa., | 
won the publishers’ cup in the | 


kickers’ handicap. 


H. E. Luhrs, The Beistle Co., | 
Shippensburg, Pa., was reelected | 
president. R. B. M. Barton, Par- | 
ker Bros., Inc., Salem, Mass., | 
and C. H. Dietze, Jr., The Kirchof | 
Patent Co., Newark, N. J., are the 


new vice-presidents. C. H. East- 


|man, Eastman Mfg. Co., Inc., 
Union City, Pa., treasurer; James | 


L. Fri, New York, managing di- 


rector and Horatio D. Clark, New | 


York, assistant director, continue 


in those offices. Directors are C. | 
A. Brethen, All Metal Products | 


Co., Wyandotte, Mich.: Mr. 
Dietze; Mr. Eastman; B. A. 


Co., New York City; D. W. Gill, 


The Frank F. Taylor Co., Inc., | 
Cincinnati, Ohio; Mr. Luhrs; | 
Charles Sackman, Sackman Bros. | 
Co., New York City; A. Swedlin, | 
Gund Mfg. Co., New York City; | 


R. B. M. Barton, Parker Bros.. 


Inc., Salem, Mass.; F. W. Gilbert, | 
The A. C. Gilbert Co., New 
Haven, Conn.; T. J. Seitz, Auto | 
Wheel Coaster Co., N. Tonawan.- | 


da, N. Y., and T. W. Smith, Jr., 
Sun Rubber Co. Barberton, Ohio. 


and secretary of the Wisconsin 
Hardware Dealers Association. 
Subsequently, he was a hardware 
merchandiser for eight years with 
one of the largest chain store or- 
ganizations in the Northwest. 


SALES REPRESENTATIVES 
FOR ATLAS-ANSONIA CO. 


The Atlas-Ansonia Co., New 
Haven, Conn., has announced the 
appointment of the following rep- 
resentatives: George A. Salkeld 
to represent its line of oilers, 
trowels and other products to 


|Gabriel, Sam’l Gabriel Sons & | 


jobbers in New York State; Mor- | 


gan Salkeld to represent the same 
lines in Pennsylvania, and the 


C. R. Eaves Co., Chattanooga, | 


Tenn., to represent Atlas-Ansonia 
products in the southern States 
and Texas territories. 





“PYREX” ESTABLISHED AS 
CORNING’S PROPERTY 


The United States Circuit 
Court of Appeals at St. Louis, 
Mo., amended one of its decisions 
by removing a single sentence 
which implied that the word 


“Pyrex,” a trade-mark of the| 


Corning Glass Works, Corning, 
N. Y., had become public prop- 
erty. 

“We are not holding that the 
word ceased to exist or lost its 


|said the court in this relation. 


This confirms Corning’s owner- 
ship and exclusive right to the 


| use of the word “Pyrex.” 


| validity as Corning’s trade-mark,” | 


| 
| 


; 
TkKis Hammer 
Means Speed 


= 
v 


Manufacturers, Jobbers and Retail- 
ers who have bought and sold at auction 
have found no speedier way to get cold 
cash for surplus stocks and equipment. 


They come to New York regularly 
to attend auctions, guided by the ads in 
the-New York Herald Tribune, because 
they know that New York is the greatest 
market for buying and selling merchan- 
dise at auction and that most auction 
advertising is carried in the New York 


Herald Tribune. 


You, too, may profit by the auc- 
tioneer’s hammer. Keep up with the 
news of New York’s auctions by follow- 
ing the auction columns in the New 
York Herald Tribune daily and Sunday. 
For your convenience, whether you buy 
or sell, we have prepared a handy 
“Directory of Auctioneers,” a listing 
of auctioneers and the goods in which 
they specialize. A letter or postcard 
will bring you a copy. No charge—no 


obligation. 


Write Department E. 


NEW YORK 


ph CacltOsatunits 


le ( Cit 
230 West 41st Street New York City 
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Circulates Heat in Three to Four Extra Rooms 
from any Wood, Coal, Gas or Oil Heater 


Designed for homes in the 
$2,500.00 range where room 
heaters are used for heating, 
this Skuttle Air Mover will 
bring to the small home owner 
the big home luxury of cir- 
culated heat. 

With this Air Mover it is 
now practical for home owners 
to use space heaters in utility 
rooms, as well as living rooms, 
because this unit, when in- 
stalled in the attic above a space heater with ducts of 6” stove 
pipe (insulated with asbestos sheeting), will heat all rooms 
in the home with greater efficiency. The diagram of the house 
showing a living room installation, illustrates the method of 
circulating heat in each room. 
The Skuttle Air Mover can also 
be used in the summer to draw 
off the heat from each room 
and blow it out an attic room. 
This unit comes completely as- 
sembled with rubber mounted 
blower motor, switch and reg- 
isters. It will pay you to send 
today for free literature and 
attractive prices. 


SKUTTLE SALES COMPANY 


Dept. Z 
999 Franklin Avenue, DETROIT, MICH. 




















K WIK-LIT 


for 
Quick Kindling 
Fast Selling 


Here’s the oil burner wick that gives you 

everything. Quick lighting and long life due to 
quality construction of long fibre asbestos gives the extra service 
value that users like. Three popular types in 5!/. ft. cartons 
and 100 ft. rolls gives you a big selection 


of wick and packaging to suit your trade. 


mind your customers to buy Kwik-Lite. 


Priced to sell. Attractive discounts. Ask 





~—<—<—<--- 
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ASBESTOS TEXTILE COMPANY. Inc. . 
furnished in on te : 167 W. Wacker Drive. Gateene. sie 
cartons and 100 ft. ' Send literature on Kwik-Lite : Bx moh 
rolls. OT-30 also |! Wick with prices and attractive 

furnished in Cus- ' Name 
tom-Cut Strips—12 ' adress 


strips to a carton. ’ Company. no ectsuaanetaheninanatne aan 
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Colorful eye-catching display units re- | 


OBITUARIES 





JOHN S. NORTH 
John S. North, chairman of the 
board of the North Brothers Mfg. 
Philadelphia, Pa., passed 


Co., 





JOHN S. NORTH 


away Thursday, Sept. 12, at his 
home in that city. He was fifty 


years old. 
Mr. North, a widely known 
hardware manufacturer with a 


host of friends in all branches of 
the industry, and a member of an 
old Philadelphia family, suc- 
ceeded his father as president of 
the North Bros. Mfg. Co. in 1935. 

In October, 1939, he became 
chairman of the company’s board 
of directors. He was also a for- 
mer president of the Hardware 
Merchants’ & Manufacturers’ As- 
sociation of Philadelphia. 

A yachtsman of note, Mr. 
North in 1936 set sail in the 
“Wonder Bird” a windjammer 
| without auxiliary motor for a six 

months’ cruise. The “Wonder 
Bird” set sail from a German sea- 
port and touched such points as 
Tangier, Africa; io de Janiero, 
South America, and sailed around 
| Cape Horn up to Los Angeles and 
|San Francisco, Calif. More re- 
cently Mr. North sailed 8000 
| miles to Seattle, Wash., in a 32- 
| ft. ketch, the “Idle Hour.” 

Mr. North was graduated from 





| 


| Princeton University in 1913. He | 


|was a member of the Merion 
| Cricket Club and the Princeton 
'Club. A sister, Miss Alice M. 


North, survives. 


ALVIN L. POWELL 


Alvin L. Powell, 51, supervis- 
|ing engineer in charge of the 
engineering organization of Gen- 
eral Electric Lamp Department’s 
Atlantic Division, New York, 





| passed away recently. Mr. Powell 
was an internationally known 
authority on illumination design 
and application and had pio- 
neered in the fields of architec- 
tural, decorative, and many other 
modern forms of lighting. 


WLLIAM ORGILL 

William Orgill, president of 
Orgill Brothers & Co., Memphis, 
Tenn., prominent wholesale hard- 
ware concern, passed away Sept. 
19 at his home in that city. Mr. 
Orgill, who was 78 years old, had 
been ill several years and had 
suffered a second paralytic stroke 
in August. 

Mr. Orgill started his business 
career with the firm, founded by 
his family, when he was 22. He 
served as bookkeeper, credit man- 
ager and secretary and in 1919, 
upon the death of his oldest 
brother, Fred Orgill, he became 
president. 

Born in Memphis, March 18, 
1862, the son of Edmund and 
Lucy Willins Orgill, who came to 
America from England in early 
life, Mr. Orgill was a nephew of 
William Orgill, the founder of 
the 93-year-old company. 

Shortly after Mr. Orgill was 
born, his family moved from 
Memphis to Brooklyn, N. Y., 
where his father was New York 
buyer and representative for the 
Memphis firm. But following his 
graduation from the Normal Busi- 
ness College in Brooklyn he re- 
turned to Memphis to become 
bookkeeper in the business. 


| He was a director in the Union 
|and Planters National Bank and 


Trust Co., Memphis Chamber of 
Commerce, and a former presi- 
dent of the Memphis Credit 
Men’s Association. He was also 
also active in other trade groups 
and civic organizations. 

Mr. Orgill leaves his widow, a 
son, Edmund Orgill, vice-presi- 
dent of the company, and three 
daughters. 


T. M. SCHMITTHAEUSLER 


Thomas M. Schmitthaeusler, 64, 
president of the Specialty Hdwe. 
Co., St. Louis, Mo., passed away 
recently. He had founded the 
hardware company 20 years ago 
and prior to that time had been 
associated with the George A. 
Rubelmann Hdwe. Co. for 26 
years. His widow, two daughters, 
and a son, Thomas Schmitthaeus- 
ler, survive. 
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FRANK X. SCHAD 
Frank X. Schad, 70, of Schad 


& Pulte, hardware and implement 
dealers in Gainesville, Tex., and 


a former president of the Texas | 


Hardware and Implement Assn., 
passed away recently. Mr. Schad 





FRANK X. SCHAD 


entered the implement business 
as a traveling salesman and in 
1918 formed a business partner- 
ship with C. W. Pulte. 

Mr. Schad was a leader in lo- 
cal civic endeavors. For a num- 
ber of years he had served as 
chairman of the American Red 
Cross chapter and had been a 
director of the Chamber of Com- 
merce. In 1928 he served as pres- 
ident of the Texas Association. 

Surviving Mr. Schad are two 
daughters and two sons, Joseph 
F. Schad of Kerrville, and H. P. 
Schad of Gainesville. 


MILL SUPPLY MFRS. ASSN. 
SPONSORS EXHIBIT TRAIN 
The American Supply and Ma- 
chinery Manufacturers’ Associa- 


tion, Inc., 1108 Clark Bldg., Pitts- | 


burgh, Pa., with the cooperation 


of Thos. Cook & Son-Wagons- | 
Lits Inc., 587 Fifth Ave., New | 
York City, is sponsoring a spe- | 
cial exhibition train to tour key | 


cities of the United States. The 
train is intended primarily to en- 
able manufacturers to exhibit 
their products to industrial users, 
distributors’ customers, and fac- 
tory superintendents, purchasing 
agents, etc. Invitations will be 
provided all exhibitors as well as 
the distributors listed in the itin- 
erary for distribution to prospec- 
tive visitors to the train. 
Representatives of Thos. Cook 
will record the names and ad- 
dresses as well as the particular 
interests of all visitors to the 
train and this information will be 
furnished all exhibitors. Admit- 
tance through the train gates will 
be the invitations supplied. 
Thirty-four cities will be vis- 
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JACK RUSSELL 


| Jack Russell, 64, passed away 
| Sept. 15 of a heart attack. He 
| was with the Union Hardware & 
Metal Co., Los Angeles, Calif., as 
lassistant to the buyer of the 
| builders’ hardware department. 
At one time he was also con- 
nected with Harper & Reynolds, 
| A. W. Pike & Co., and the South- 
| west Hardware Co. His widow, 
and a son survive. 


J. P. JONES 


J. P. Jones, 55, a director of 
|the Moore-Handley Hdwe. Co., 
| Birmingham, Ala., for many 
| years, and son-in-law of the late 
| J. D. Moore, who was president 
| of the company, passed away re- 
| cently following a lengthy illness. 


W. C. ROLLOW 
| W. C. Rollow, dean of Ada, 


| Okla., merehants, passed away 
| Sept. 19. He would have been 90 
| years old in November. Mr. Rol- 
| low’s business, the Rollow Hdwe. 
| Co., is Ada’s oldest business insti- 
| tution. He leaves his widow and 
|four sons, P. J. Rollow, W. H. 
| Rollow, V. E. Rollow, and F. G. 


| Rollow, all of Ada. 


A. V. HANCOCK 


A. V. Hancock, 74, who for 
| many years was one of the active 
| heads of the Harrison Hancock 
| Hdwe. Co. stores in the Bluefield, 
rW. Va., section, passed away 
| Sept. 22 at his home in Pulaski, 
'Va. His widow survives. 


| 








ited throughout a period of 55 
days. The train will start from 
| Baltimore, Md., on Feb. 24 and 
| wind-up at Boston, Mass., April 
| 19, after calling at points in the 
| south, southwest, west coast, mid- 
| west and the east. 


| HARDWARE SQUARE CLUB 
HOLDS ANNUAL SMOKER 


| More than 65 members and 
| guests of the Hardware Square 
|Club attended the meeting and 
|annual smoker held Sept. 17, 
1940, at the Circle Club, on 
Columbus, Circle, in New York. 
| A short business meeting was 

held following the dinner and 
plans for a “Quiz Night” were an- 
nounced for the October 15 meet- 
| ing. Every member of the club 
|may compete in the program 
| which will be presented just as 
it is heard on the radio and 
| prizes will be awarded to the win- 
‘ners. Harry W. Kornrumph, 
| Long Island Hardware, president 
| of the club, presided at the meet- 
| ing. 
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THIS 






| Any dealer who is now serving the farm and small town 


trade can add substantially to his income this season 
with the CONTINENTAL LINE and SALES BUILDING 
PROGRAM. This statement is based on the experience 
of other dealers and the fact that the Continental line 
and the Company behind it are up-to-date and growing. 
The line is modern and is kept modern with new de- 
velopments and improvements. Furthermore, the Con- 
tinental business has been built on the basis of dealer 
distribution and dealer cooperation. Continental will do 
more than its part to assure results in added volume of 
sales and added profits for its dealers. The new Con- 
tinental Dealer Program is the most complete ever 
offered and is available to all dealers to see and pass 
upon. Write today. There is no obligation. 


CONTINENTAL STEEL CORP., Kokomo, Ind. 


Plants at Canton, Kokomo, and Indianapolis 


CONTINENTAL 


STEEL PROOUCTS 











i 


15 Types of Farm 15 Styles of Steel Nails, Staples, 
Fence,Posts,Gates, Roofing and Siding, Lawn Fence, 
Barb Wire ol Fittings Wire Products 
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Today's Best Buy 


. . . because it represents 
Tomorrow’s Standard in Value! 
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No other 
can even re- 
motely ap- 
proaches the 
long life and 
service fea- 
tures which 
make this 
the biggest 
bargain on 
the markef. 


“UNCLE SAM’ 


ASH & GARBAGE CAN 


(PATENT -.. 1, teeiees i 
Built to Conform ‘ U. S. Army Specifications 


HE four exclusive “Uncle Sam” features numbered 
above offer greater service, longer life, extra value. 


N 1 Double Duty Butt Welded Bar Iron Complete- 
oO. « ly Enclosed is twice as heavy as used on any 














other can—a glutton for punishment. No 
rivets. No spot welding. 
Heavy Horizontal Swedges—immensely in- 


No. 2. 
No. 3. 


creases the strength and rigidity of the upper 
part of can. 


Double Seam Pressed into 2” x 4” Bar Iron— 
absolutely prevents the bottom from being 
knocked out; also prevents corrosion from set- 
ting in. 

Rolling Type Construction—vastly increases 
the rigidity of the body. 


No. 4. 


in addition—Handle Construction prevents handles from 
tearing out—Handles over Seams give added seam strength 
—Self-Cleaning Bottom assures clean dumping—No Spot 
Welding or Rivets in Top or Bottom Bands — and 
finally, “Uncle Sam” em- 
bodies the famous Reeves 
Nestability feature which 
saves valuable storage and 





Remember "'REEVES" 


on your wants of Wash Tubs, Water 


truck space. Pails, Stock Pails, Cement Pails, 
” - Fire Pails, Stove Boards, Self Drain 
Order the “Uncle Sam" from Laundry Units, etc. Top quality— 


Your Jobber — if he cannot popularly priced. 











supply, write us. 


REEVE 
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Builders’ Hardware 
Text Book 
Now Ready 


builders’ hardware text 
book, “Taking The 
Out Of Builders’ Hardware, 
written by Adon H. Brownell 
and published by Harpware 
AcE, is now off the presses and 
ready for distribution to hard- 
ware dealers and their sales 
persons. This book contains 
the series of builders’ 
ware articles published 


The 


” 


two and a half years. Copies 


are $3.00 with order or C.O.D. 


plus a small postage charge. In 
Canada and foreign countries | 
with | 


the price is $3.50 cash 


order. 








BRITISH GUIANA AGENT 
SEEKS AMERICAN LINES 


Alec Russell & Co., George- | 
town, British Guiana, manufac- 
turers’ agents, covering British 


Guiana, Barbados and Trinidad 
is seeking agencies for American 
window glass, plate glass and 
hemp and jute twine, on a com- 
mission basis. The company has 
represented The Collins Co., Col- 
linsville, Conn., manufacturer of 
axes, for 25 years and Jacobs 
Bros. Co., Brooklyn, N. Y., scale 
manufacturer, for 15 years. Part- 
ners in the concern are R. S. 
Lopes, who recently visited this 
country and Canada, and J. W. 
Potter. The company suggests 


Mystery | 


hard- | 
in | 
Harpware Ace during the past | 








R. 8. LOPES 


references: Barclay’s Bank, 
Dominion; Colonial & Overseas, 
120 Broadway, New York City, 
and the Royal Bank of Canada, 
68 William St., New York City. 


BOSTON DISTRIBUTION 
CONFERENCE, OCT. 7-8 


The 12th annual Boston Con- 
ference on Distribution, will be 
held Oct. 7-8, 1940, at the Hotel 
Statler in that city. The confer- 
ence is sponsored by the Retail 
Trade Board, Boston Chamber of 
Yommerce in cooperation with the 
Harvard University Graduate 
School of Business Administra- 
tion; the Boston University Col- 
lege of Business Administration; 
the Massachusetts Institute of 
Technology, and others. 


| 
as 





“EASY” LINE SHOWN AT CONVENTION 


The Easy Washing Machine 
Corp., Syracuse, N. Y., unfolded 
its 1941 line and sales program 
to the Easy sales organization and 
74 distributor representatives at 
a two-day meeting, Sept. 12-13, 
at the Onondaga Hotel, Syracuse. 
Announced as part of the 1941 
line were two new-type washers 
and a new sterilizing lamp to 
kill germs while clothes are be- 
ing The complete line 
consists of four series of washers 


washed. 


|to blanket each of the four price 
classes. 

Barney Finn, advertising and 
sales promotion manager, an- 
nounced the advertising and sales 
| promotion plans. Other speakers 
on the program included J. C. 
Nelson, president; H. Paul Nel- 
ligan, vice-president and general 


counsel, and Stanley P. Irvin. 


Willard A. Pleuthner and Robert 
E. Anderson, all of Batten, Bar- 
ton, Durstine & Osborn, Inc., 
company’s advertising agency. 


the 








Shown at the Easy washer convention sales breakfast, are, left 


to right: 
J. C. Nelson, president, and J. 
at the speaker’s table. 


H. P. Nelligan, vice-president and general counsel; 


J. Nance, general sales manager 
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CARROLLTON METAL PROD. 
PROMOTES ZIEGENFUS 
E. C. Ziegenfus is now man- 
ager of the Chicago office of The 
Carrollton Metal Products Co., 





E. C. ZIEGENFUS 


Carrollton, Ohio, manufacturer of 
“Carlton” stainless steel utensils 
and “Carlton” line of cake savers 
and other decorated pantry ware. 
Mr. Ziegenfus has been repre- 
senting his firm for the past five 
years in Ohio, Michigan, Indiana 
and adjacent territory. He will 
be located at 1494 Merchandise 
Mart, Chicago, where a complete 
line of Carlton stainless steel and 
pantry ware is on display. 





POT AND KETTLE NEWS 


The San Francisco Pot and 
Kettle Club recently held its first 
meeting of the 1940-41 season in 
the Western Merchandise Mart, 
San Francisco, conducted by the 
newly-elected president, Fred M. 
Wood. The following committee 
chairmen were appointed: 

Entertainment, L. W. Sauer, 
Anchor-Hocking Glass Co.; at- 
tendance, Leland M. Dunn, Dunn 
& Urnberg; convention, D. J. 
Bartelme, Bart-Kinnison Co.; 
membership, Otto Kleist, M. Sel- 
ler Co.; welfare, George Foster, 
General Sales Corp.; directory, 
Ernest Happoldt, Jr., Ox Fiber 
Brush Co.; sponsoring, Sidney 
Zobel, M. Seller Co., and J. P. 
Seagrave, Western Hdwe. & Sup- 
ply Co. George A. L’Amoreaux, 
Western Merchandise Mart was 
appointed publicity director. 

Following the election of com- 
mittee chairman, D. J. Bartelme 
was presented with a complete 
deep sea fishing outfit in appre- 
ciation of his services as presi- 
dent during the 1939-40 season. 

Opening meeting of the fall 
session of the Los Angeles Pot 
and Kettle Club proved to be the 
best attended one in years. Invi- 
tations in the form of wedding 
announcements told members, 
“Wilbur Spence McCune and 
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Name and Address 


ALABAMA 
Andalusia, Ford Hdwe. Co. 


Notasulga, Citizens Hdwe. 
Co. 


CALIFORNIA 
Long Beach 


Oakland, Maxwell Hdwe. 
Co., 14th and Washington 


Sanger, Carter Hdwe. 





| FLORIDA 


Ocala, Marion Hdwe. Co. 


Quincy 


GEORGIA 
Blue _—‘ Ridge, 
Hdwe. Co. 


IDAHO 
Lewiston, Reed’s Hdwe. and 
Cycle Store 


ILLINOIS 
Yorkville, Yorkville Hdwe. 
Co. 


MINNESOTA 
Walker 


Hampton 


NEW JERSEY 
Dunellen, Smalley Hdwe. 
Co., 400 North Ave. 


OHIO 


Athens, Cussins & Fearn 
Co. 
PENNSYLVANIA 
Monessen, 
Kuosman’s Hdwe, 213 


Schoonmaker Ave. 


TENNESSEE 
Dickson, Dickson Hdwe. Co. 


Morristown, Doggett-Andre 
Hdwe. Co. 


TEXAS 


Arp 

Lufkin, Neal Hdwe. & Sup- 
ply Co. 

Palacios, R. L. Price Hdwe. 

Whitney, Olin Bonds Hdwe. 
& Furn. store 


VIRGINIA 
Newport News, Tidewater 
Hdwe. Co. 


WASHINGTON 
White Center, 
Hughes Hdwe. 


Feature 


James Maloy purchased an interest in the 
business from Herbert Ford 

New name of business purchased from M. W. 
Zachary 


Business at 3410 E. Anaheim St. purchased 
by Alice M. Eichelberger from George E. 
Hobson 

Installed two new name signs, featuring a 
new development in electric displays, using 
indirect lighting and hot cathode fluorescent 
tubes 

Purchased from Wilbur Carter by Barry 
Crutchfield 


Purchased two-story building as an adjunct 
for the main store and to serve for display 
and storage. Main store was recently redec- 
orated 

Bill Reynolds has moved his store into new 
quarters 


Now occupying a new store room and ware- 
house, with 80-ft. brick front 


In new quarters at 303-305 Main St. 


Purchased by Elmer Henker from Austin 


Weeks 


New Marshall-Wells hardware store opened 
in Naustvold Bldg. 


New business 


New store 


Has purchased stock and fixtures of former 
Monessen Hdwe. Co. from John W. Menefee 
and will move to its quarters at 124 Sixth 
St., following alterations 


Has added complete lines of wall paper, 
ranges, and electrical supplies 
Has been sold to D. M. Wallace, president 
of the Whittaker-Holtsinger Hdwe. Co. The 
business is to be continued under the same 
name and in the same location. 


A new hardware store has been opened there 
Was recently opened 


Now in new quarters 
Has new manager 


New business 


Has been completely remodeled 


Owner or Manager 


A. D. Mitchell and 
Eugene L. Jackson 


William Reed 


L. D. King 


Frank W. Smalley 
Fred W. White 


Leo, Henry, Bennie 
and William Kuosman 


J. O. Allen 
C. J. Neal 


Aubrey Griffin 


C. W. Dickinson, Mgr. 
R. G. Newsome, Pres. 








Theodore Martin Moroney re- 
quest your attendance at the Old 
Timers’ Annual  Get-Together 





Luncheon.” Some hundred mem- 





bers came, among them Ed Haut- | P. Woellner held the crowd spell- 


man, first club president, and Jack | bound with his humorous, in- 
| Craig, “father” of the Pot and | formative, yet intensely patriotic 


| Kettle movement. Dr. Frederick | theme of “Americanism.” 
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SALES OF 1.617 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
August, 1940 














Dollar Sales 
Number Per Cent Change 
of Firms Aug.,’40, vs. Aug.,’4, vs. August, August, July, 
States by Regions Reporting Aug., 39 July,’40 1940 1939 1940 
Vew England 64 + 98 — 0.3 $ 517,113 $ 471,015 $ 518,527 
Maine 8 + 12 — 49 47,711 47,161 50,163 
Vermont and New Hampshire 7 +16.9 + 5.5 117,665 151,980 168,416 
Massachusetts nae 31 + 44 —14 157,785 151,088 160,080 
Rhode Island ° nn Se A oa aes 
Connecticut 13 + 53 — 2.6 73,394 69,688 75,387 
Viddle Atlantic 181 + 9.5 — 12 945,860 863,891 956,891 
New York 29 +12.7 — 08 141,455 125,532 142,571 
New Jersey 6 + 78 —23.6 42,256 39,190 55,274 
Pennsylvania 146 + 9.0 + 04 762,149 699,169 759,046 
East North Central 461 +10.2 — 8.9 2,214,649 2,009,385 2,431,420 
Ohio 148 +11.3 —15.8 786,690 706,619 933,884 
Indiana 81 +10.4 — 8.6 275,059 249,077 300,841 
Illinois 86 + 8.6 — 25 376,414 346,616 386,238 
Michigan 46 + 88 — 7.5 250,358 230,155 270,561 
Wisconsin 100 +10.3 — 26 526,128 476,918 539,896 
West North Central 278 + 7.9 — 6.6 890,155 825,074 953,322 
Minnesota 30 + 44 — 75 157,803 151,139 170,657 
lowa 72 1.0 ~12.2 256,931 259,524 292,479 
Missouri 56 +12.3 + 2.2 191,960 170,870 187,865 
North Dakota 10 +128 —14.6 22,646 20,077 26,515 
South Dakota . Pree, i," | “ae 
Nebraska 49 +20.8 — 16 106,879 88,481 108,660 
Kansas 55 +13.8 — 88 144,250 126,762 158,231 
South Atlantic ied 
Delaware ° : 
Maryland ° aes 5.0 eee a 
Virginia 10 ~ 3.8 53 75,794 78,808 80,006 
West Virginia 8 +-17.7 + 38 24,813 21,079 23,912 
North Carolina i : ; ih 
South Carolina . panate © —sG* fo beeen 
Georgia 21 + 6.1 +214 110,861 104,457 91,317 
Florida 24 +19.1 +10.8 188,851 158,544 170,406 
East South Central +s eolte’ A) i ee 
Kentucky 7 + 28 — 24 34,753 33,809 35,623 
Tennessee 1] +13.9 -+-23.3 125,935 110,614 102,104 
Alabama 15 - 2.7 +11.2 71,480 69,614 64,263 
Mississippi Mm il) | eae (ee See eo > - le Uf fee Ree + eed 
West South Central 114 3.5 ~ 4.5 568,606 527,148 532,763 
Arkansas 20 - 4.7 +10.1 81,389 85,377 73,893 
Louisiana 5 + 3.1 + 3.1 26,072 25,297 25,276 
Oklahoma 32 + 83 12.5 70,727 65,303 80,796 
Texas 57 5.9 6.5 530,418 351,171 352,798 
Vountain 110 — 24 - 6.0 688,564 705,397 732,373 
Montana 26 + 1.7 — 0.1 191,120 187,915 191,387 
Idaho 20 — 0.4 -14.0 106,627 107,022 123,955 
Wyoming “5 sas ms 
Colorado 33 + 0.5 - 8.7 112,679 112,166 123,451 
New Mexico ® nme a Ae 
Arizona 13 —18.3 - 6.7 131,080 160,538 140,431 
Utah ° ; is seme 
Nevada ° OE ad ee ee eee ror 
Pacific 297 + 8.7 + 2.4 1,616,057 1,486,474 1,577,427 
Washington 36 +22.3 - 23 221,468 181,127 226,578 
Oregon 35 +12.2 + 2.2 171,998 153,282 168,254 
California 226 + 6.1 + 3.4 1,222,591 1,152,065 1,182,595 
TOTAL 1,617 + 7.2 3.0 $8,112,841 $7,564,504 $8,367,494 
Chicago, Illinois 12 +, 4.4 — 05 37,181 35,597 37,361 
Los Angeles, Calif 35 + 7.2 + 2.9 231,401 215,764 224,939 
Portland, Oregon 12 + 2.0 + 6.7 26,562 26,051 24,886 
San Francisco, California 18 4+-13.1 +13.0 76,525 67,646 67,693 
St. Louis, Missouri 12 + 7.5 + 6.7 29,334 27,291 27,499 











6 Note while stores from these states are included in grand total, figures for these states are not shown on this chart 
because of insufficient data. (**) Withheld to avoid disclosure. Compiled by Bureau of the Census, U. S. Department of 
Commerce. 
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Fifty Years of the Sherman Law 


(Continued from page 30) 


tion of which would be in violation 
of the Sherman Law. 

Quite naturally, when business- 
men in the effort to correct an ad- 
mitted abuse in their industry, seek 
to make agreements which are en- 
tirely free from moral turpitude 
and which are actuated by good 
motives and hold out the prospect 
of good results, and find that 
they cannot do so without violat- 
ing the Sherman Law, they are 
perplexed and they wonder how 
such a state of law can exist. Simi- 
larly, when high public authorities 
are confronted with the problem 
of correcting serious business situ- 
ations and then suggest a normal 
course of cooperation in the indus- 
try affected, only to be confronted 
with the impossibility of carrying 
out such suggestion because of the 
prohibitions of the Sherman Law, 
then this state of confusion and 
perplexity finds its highest proof. 
May it not be said that it sounds 
like “Alice in Wonderland”? 


No Existing Parallel 


No such situation exists in any 
other English - speaking country. 
Our law on this subject—and the 
same is true of most of our impor- 
tant statutes—is derived from the 
common law of England. A centu- 
ry or more ago, when transporta- 
tion of commodities between dif- 
ferent sections of England was dif- 
ficult, it was highly important that 
the law should forbid agreements 
among competitors whereby con- 
trol of an industry might be gain- 
ed in a given section of the coun- 
try; but, with the improvement of 
communication and _ transporta- 
tion, the English courts many 
years ago changed this law so that 
whenever such agreements were 
found beneficial to the public wel- 
fare, they were declared lawful. 
This change in the ancient com- 
mon law has been followed by 
Canada and Australia. In the 
Canadian statute, which otherwise 
closely corresponds to our Sher- 
man Law, agreements.among com- 
petitors are forbidden only when 
they “have operated or are likely 
to operate to the detriment or 
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against the interests of the public.” 
Australia has a similar statute. The 
result is that in England, Canada 
and Australia, agreements among 
competitors are forbidden only 
when they are detrimental to the 
public welfare. 

This is obviously in direct con- 
tradiction to the rigor of our Sher- 
man Law which forbids agree- 
ments among competitors even 
when based on good motives and 
when producing good results. 

In practical operation, the Cana- 
dian statute has been found to be 
workable and efficient. It for- 
bids, as the Sherman Law forbids 
and should continue to forbid, all 
agreements among competitors 
which are injurious to the public; 
but it permits agreements which 
are beneficial to the public. 

It is too clear for discussion that 
if the authoritative examples fur- 


nished by England, Canada and 
Australia were followed by our 


country, then the anomalous and 
perplexing situation now existing 
here, whereby good motives and 
good results are no excuse and 
whereby the sound suggestions 
made in the two public examples 
above cited were not capable of 
adoption, would come to an end. 
American businessmen would then 
have before them a perfectly plain 
situation for, whenever in good 
faith and with honest purpose, 
they sought to correct conditions 
injurious to their industry and, in 
good faith, sought to promote, and 
not hinder, the public welfare, 
they could proceed to such solu- 
tion in the same manner as every 
person proceeds with his daily 
problems. It is clear that the sound 
suggestions made by the two pub- 
lic authorities above cited, instead 
of coming to no conclusions what- 
ever, could have been, and prob- 
ably would have been, willingly 
taken up for consideration by the 
businessmen to whom they were 
directed, with the result that a 
sane and sound conclusion would 
have been reached, to the benefit 
of the public. 

Is it not then fair to say that 
the Sherman Law, in the impor- 
tant respects under discussion, 
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Just Display This 
Attractive Carton of 


CORRUGATED 
FASTENERS 


This attractive display carton of Acme Tack- 
Point Corrugated Fasteners will act as a 
reminder to your customers—will prove a 
source of extra sales for you. Nearly every- 
one has use for this handy item—home own- 
ers, carpenters, cabinet makers—anyone who 
works with wood. Acme fasteners are just 
the thing for repairing furniture, making 
screens, cabinets, and other wooden articles. 
Fasteners are furnished in two types, parallel 
and divergent. The divergent type tends to 
draw the two pieces of wood closer together. 
The Tack-Point feature assures easy driving, 
and the divergent corrugations make for 
stronger joints. 


'f your jobber can’t supply you, 
write us direct. 





PACKAGED IN 3 POPULAR SIZES 


Fifty fasteners of one size to a box—4x5, 
¥,x5, or %x5. The display carton contains 
twelve boxes. For larger requirements: the 
250, 500 and 1000 pack; boxes of 100 fasten- 
ers, 10 boxes to a carton; and in 100-lb. kegs. 


‘ACME STEEL 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 
FOR FREE SAMPLE BOX 





Acme Steel Company 
2838 Archer Avenue 
Chicago, Illinois 


Acme Tack-Point Corrugated Fasteners. 
Name 
Address 


MN Sadan va caa tea maads State 





Send me, without charge, a sample box of 
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SCHALK’S CRACK FILLER, the 
smartest package in the field... and 
the Crack Filler that’s “tops” in Amer- 
ica today ... thanks to national adver- 
tising! Order from your jobber. Schalk 


Chemical Co., Los Angeles, Chicago. 


RS.— Don’t forget that 
Schalk has three other 
star-performers: Waxoff, 
Double X Floor Cleaner, Savabrush. 








There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 


>> 92 >> 


















stands as a hindrance and an ob- 
stacle to the proper development 
of American business and the pro- 
motion of the public welfare? 

To sum up the foregoing, it 
seems clear that the perplexity 
now existing is due to the fact that 
the Sherman Law condemns and 
forbids agreements among com- 
petitors with declared disregard of 
whether such agreements promote 
the public welfare or impair the 
public welfare. With the cited ex- 
amples of the three other English- 
speaking countries before us, what 
sound reason can exist why all of 
this perplexity and _ confusion 
should not be ended by a revision 
of our Sherman Law so as to per- 
mit useful agreements, while con- 
tinuing to forbid pernicious agree- 
ments? To the extent to which the 
Sherman Law now forbids useful 
agreements among competitors, it 
constitutes a strait - jacket upon 
American business which has 
caused serious damage. This strait- 
jacket does no good and ought to 
be removed. 

The suggestion here made for 
such a revision of the Sherman 
Law is not new. As long ago as 
1908, one of the highest Sherman 
Law authorities (again Mr. Taft— 
Ed.) with respect to the Sherman 
Law, said: 





“I am inclined to the opinion 
that the time is near at hand for 
an amendment of the antilrust 


law . .. making clearer the dis- 
tinction between lawful agree- 
ments, reasonably restraining 


trade, and those which are per- 

nicious in effect.” 

More than 30 years have elapsed 
since this authoritative advice was 
given. So far from adopling it, 
the rigorous and, in the sense here 
conveyed, indiscriminate applica- 
tion of the Sherman Law has con- 
tinued in increasing volume, and 
continues to fall upon the just and 
the unjust alike. 

It must be emphasized that in 
the views here expressed there is 
not the slightest intention to ques- 
tion the wisdom of the Sherman 
Law in its stern prohibition against 
agreements which have the slight- 
est monopolistic flavor or which, 
in any possibility, threaten to 
impair the public welfare; or 
which have the slightest tendency 
towards practising extortion upon 
the consuming public. All that is 
here urged is the sensible relaxa- 
tion of the present rigor of the 
Sherman Law so that businessmen 
may no longer stand in fear of 
prosecution and punishment when, 
with good motives, they seek to 
produce good results which are 
beneficial to the public welfare. 





Warner’s Neighborhood Stores 


(Continued from page 20) 


supplies are arranged beneath this 
overhead display or are shown on 
tables nearby. These overhead 
canopy displays are usually lo- 
cated toward the rear of the store 
and not far from the wrapping 
counters. 

Plumbing goods and _ supplies 
are shown in each of the branches. 
Since wall space is important in 
the display of the merchandise, 
this department is located at the 
rear, usually taking advantage of 
the corner in order to secure ade- 
quate wall space. Popular selling 
tubs, sinks, and lavatories make 
up the floor display while towel 
bars, soap dishes, medicine cabi- 
nets, etc., are shown on wall 
panels. Pipe fittings, and other 
plumbing supply items are shown 


on tables near the sidewall dis- 
play. 

Paint departments are located 
at the rear in each branch store. 
Panels showing samples of various 
types of paint are featured in the 
center of each department and are 
used in sales talks to show custom- 
ers the results they can secure. 
Paint brushes and accessories are 
displayed on fixture ledges. 

Merchandise of interest chiefly 
to men, such as tools, hardware 
and sporting goods, are shown on 
the right side of the branch stores, 
while the left side is used for 
housewares, .cleaning goods, elec- 
trical appliances, etc., items mainly 
of interest to women. Women 
make up approximately 50 per 
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cent of the customers of each 
branch. 

Responsibility for changes in 
interior table and platform dis- 
plays in the branches rests with 
Jack Kelley, manager of the 
Hennepin Avenue store, and John 
Gorius, manager of the West 
Broadway store. These managers 
confer with Mr. Warner and out- 
line their merchandising activities 
for each store more than a month 
in advance. 

The Minnesota Retail Hardware 
Association of Minneapolis, Minn., 
planned and equipped both of the 
Warner branches. The store plan- 
ning department of the association 
is under the direction of Bart 
Hollander, an outstanding hard- 
ware store engineer. 





Greeting Cards 


(Continued from page 25) 


stock record book on their cards. 
Mr. Anderson keeps stock records 
on this department with the result 
that when purchases are to be 
made the firm knows exactly how 
many types of 10-cent Christmas 
cards should be selected for the 
coming season and how many 
varielies in other price classifica- 
tions are needed. The 10-cent card 
is the best selling one in all lines. 
Women are the best and largest 
buyers. 

Card manufacturers supply deal- 
ers with excellent promotional 
material free. Window displays, 
window streamers, store signs and 
decorations, and throw-away calen- 
ders and reminders are available. 
Francis Brothers, Inc., makes ex- 
cellent use of this material. 

A retail store handling greeting 
cards reaches a sales peak in about 
five years, according to the records 
of manufacturers of these lines. 
After a store reaches this level, vol- 
ume remains about the same with 
fluctuations depending upcex the 
holiday schedule during the year. 

Merchants must take into con- 
sideration the day of the week on 
which the holiday occurs in esti- 
mating possible sales and pur- 
chases for the year. Sales volume 
on cards is higher when the holi- 
day occurs on a weekend. Cards 
are usually purchased well in ad- 
vance of the season. 
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STRONG 


IN SALES.. 
IN SERVICE 
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makes these new 
Millers Falls nail sets 


profitable items for 





your store. On dis- 
play in a few inches 
of counter space, they 
are strong sales pull- 
ers; the attractive 
merchandising unit 
pictured at left is 
free with your initial 
stock. Then too, they are stromg in service . . . ex- 
tremely tough molybdenum alloy steel points, 
hardened and tempered with all of Millers Falls’ 
usual care. Plus features are square heads which 
permit solid blows and prevent troublesome roll- 
ing on sloped surfaces, and well-cupped points 
which provide good bite on the nail head, equal- 
ize stresses, avoid breakage. 

Strong in sales appeal, strong in service, they’re 
great value. Ask your jobber. 

All sizes 4 in. long, 5/16 in. body dia., weigh 
17 oz. to the dozen. Price $1.60 per dozen, subject 


to your regular discount. 


No. 801—1/32 in. point No. 803—3/32 in. point 
No. 802—2/32 in. point No. 804—4/32 in. point 
No. 805—5/32 in. point 





MILLERS FALLS COMPANY 


MILLERS FALLS 
GREENFIELD Wage MASSACHUSETTS 
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ins KEATING, 


senior partner of the retail hard- 
ware firm of Keating & Coleman, 
is seated at his desk poring over 
an impressive-looking book. It is 
well after hours but he continues 
to read. From time to time he 
utters an expression of approval 
and finally putting the book down 
calls-—“Hey Bill!” William Cole- 
man, his partner, appears upon 
the scene. 

KEATING: Well, Bill, it came 
at last and it sure is a “honey.” 

COLEMAN: What’s a “honey”? 

KEATING: This book of Adon 
Brownell’s “Taking the Mystery 
Out of Builders’ Hardware.” It 
contains 222 pages on the subject 
and it’s chock full of information 
—comparative charts, detailed 
drawings, illustrations and every- 
thing a real builders’ hardware en- 
gineer or a beginner in the subject 
could use. For $3.00 that’s the 
best ready reference book I’ve 
seen. I’m getting another for 
young Smith. He’s shown a lot 
of interest in builders’ hardware 
and this will help him get along. 

COLEMAN: Guess you're right 
about it, Frank. I read that series 
in Harpware Ace. Didn’t miss a 
chapter and I found it mighty 
good. And while we’re on the sub- 
ject, the September 19th issue of 
HarpWARE ACE just came in and 
it’s a dandy. 

KEATING: How come? 

COLEMAN: Well, start at the 
beginning of the issue and go 
right on through it. There’s the 
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final installment of that series on 
“Modernizing the Hardware 
Store.” This one takes up the sub- 
ject of store fronts, their impor- 
tance, bases, windows and the rela- 
tive value of various materials and 
backgrounds. That was a corking 
series and I’m sorry it’s finished. 
That sort of thing is real informa- 
tion for any hardware dealer in 
the country. It tells about things 


and gives the reasons. Then there’s 


the second installment of that 
series by Adon Brownell on “Sell- 
ing Builders’ Hardware in the 
Sample Room.” This one tells how 
to sell the home owner or contrac- 
tor. Tells you what to do and to 
say and what to avoid doing and 
saying. 

KEATING: Ill remind young 
Smith to read that articlé. Guess 
I won’t have to either. He doesn’t 
miss a thing in HARDWARE AGE, 
and once he gets his hands on it 
it’s a job to pry him loose. What 
else is there, Bill? 

COLEMAN: Better read and 
find out. But I'll take pity on you 
and give you some more outline. 
For instance, there’s an article on 
National Washer-Ironer Week. It 
comes on October 19 to 26. Tells 
you what to do in order to build 
up washer and ironer business that 
week and it also tells how the 
manufacturers are cooperating by 
offering selling aids for that 
period. Then there’s another arti- 
cle on National Fire Prevention 
Week which will be observed from 
the 6th to the 12th of October. 





Tells you how to make profits in a 
good many items that help reduce 
the fire hazards and put out fires 


when they do occur. Remember 
last year how we did some nice 
business as a result of reading 
about the week? 

KEATING: I sure do! Let’s do 
it all over again this year. That 
article is a good reminder. Well, 
continue. 

COLEMAN: While we’re on the 
subject of heat, there’s a 12-page 
article on oil-burning space heat- 
ers. Describes what the manufac- 
turers are making in the way of 
heaters and it’s fully illustrated. 
Gives you a good idea of what’s 
on the market in those lines and 
also gives you some fine selling 
points. Don’t miss it! Then there 
is another good article on “Shovel 
Leaners in the Hardware Busi- 
ness.” Says the hardware dealers 
are leaning too much on economic 
excuses and hopes and tells ’em 
how to make use of their economic 
shovels. 

KEATING: Sounds interesting. 
I’ll have to take a look at that one, 
too. Well, what else is there? 

COLEMAN: Well, there’s a 
short article about a firm in Ohio 
that handles 80 different types of 
service and repair work. That’s 
something to be proud of! That 
outfit is on the right track, and I 
don’t mean maybe. Think of the 
hardware dealers we both know 
who never handle anything along 
those lines. Lucky thing for us 
we do. It’s pulled us through some 
pretty dull times. 

KEATING: You bet it has and 
doing that sort of work paves the 
way for more sales, too. Strange 
that so many people fail to realize 
that fact. That must be the end. 

COLEMAN: Not quite, for 
there is an article on the impor- 
tance of working capital. It says 
that too many dealers disregard its 
importance and it gives some first 
class reasons why they shouldn’t. 

KEATING: Keep that issue for 
me, Bill. I’m going through it 
with a fine tooth comb tomorrow 
night. Always knew you were a 
good salesman but you’ve “sold” 
me on an entire issue by getting 
my interest all “steamed up.” Sup- 
pose we go home now? 

The partners prepare to leave 
for the night. 

—G.M.S. 
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American Hardware Manufactur- 
ers Association, 8lst semi-annual con- 
vention and the 46th annual convention 
of the National Wholesale Hardware 
Association, Oct. 14-17, 1940, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers association 
and George A. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association. 

California Retail Hardware Assn., 
Feb. 18-20, 1941, at San Francisco. 
Hotel headquarters and séssions at the 
Hotel Whitcomb. LeRoy Smith, 417 
Market St., San Francisco, is secretary. 

Carolinas, Hardware Association of 
the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and sessions 
at the George Vanderbilt Hotel. Sec- 
retary, C. B. Gladden, 407-11 Com. 
mercial Bank Bldg., Charlotte, N. C. 

Housewares Mfrs. Assn., annual 
housewares and major appliance ex- 
hibit, Jan. 5-10, 1941, at the Palmer 
House, Chicago, Ill. Association head- 
quarters, Room 628, Palmer House, 
Chicago. 

Indiana Retail Hardware Aésn., 
Jan. 28-31, 1941, at Indianapolis. Ses- 
sions and exhibit at Murat Temple. 
Managing director, G. F. Sheely, 915 
Security Trust Bldg., Security Trust 
Bldg., Indianapolis. Offices to be 
moved in October or November to 333 
N. Penn St., Indianapolis. 

Iowa Retail Hardware Assn., Feb. 
11-14, 1941, at Des Moines, Iowa. Head- 
quarters and sessions, Hotel Savery; ex- 
hibit, Coliseum. Secretary, Philip R. 
Jacobson, Mason City, Iowa. 

Kentucky Hardware & Implement 
Assn., Jan. 21-23, 1941, at Louisville. 
Hotel headquarters, sessions, and ex- 
hibit at Seelbach Hotel. Secretary, 
J. M. Stone, 1009 Seelbach Hotel, 
Louisville. 

Michigan Retail Hardware Assn., 
Feb. 11-14, 1941, at Grand Rapids, 
Mich. Headquarters and sessions at 
Pantland Hotel; exhibit at Auditorium. 
Secretary, H. A. Daschner, 1112 Olds 
Tower Bldg., Lansing. 

Minnesota Retail Hardware Assn., 
Feb. 18-21, 1941, at St. Paul. Hotel 
headquarters, Lowry Hotel; sessions and 
exhibit, Municipal Auditorium. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is secretary. 

Missouri Retail Hardware Assn., 
Feb. 25-27, 1941, at St. Louis. Sessions 
and exhibit at Municipal Auditorium. 
Louis C. Kreh, 323-324 Wainwright 
Bldg., St. Louis, is secretary. 
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Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Montana Implement & Hardware 
Association convention, Oct. 25-26, 1940, 
at Rainbow Hotel, Great Falls, Mont. 
Secretary, M. P. Trenne, P. O. Box 1005, 
Helena, Mont. 

National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, Ill. 

National Wholesale Hardware As- 
sociation, 46th annual convention and 
the 8lst semi-annual convention of the 
American Hardware Manufacturers As- 
sociation, Oct. 14-17, 1940, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association, and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 

Nebraska Retail Hardware Assn., 
Feb. 4-6, 1941, at Omaha, Neb. Hotel 
headquarters and sessions, Rome Hotel. 
Exhibit, Municipal Auditorium. Sec- 
retary, Edward C. Hermanson, 325 In- 
surance Bldg., Lincoln. 

New England Hardware Dealers’ 
Assn., Feb. 25-27, 1941, at Boston, 
Mass. Hotel headquarters, sessions and 
exhibit at Hotel Statler. Secretary, 
Russell R. Mueller, 140 Federal St., 
Boston. 

New York State Retail Hardware 
Association, annual convention, Feb. 
11-14, 1941, at Seneca Hotel, Rochester, 
N. Y. Exhibit at Convention Hall. 
Secretary, N. H. Kiley, 508 Hills Bldg., 
Syracuse. 

North Dakota Retail Hardware 
Association, annual convention, March 
4-6, 1941, in Fargo, N. D. Secretary, 
Louise J. Thompson, 21 Clifford Bldg., 
Grand Forks. 

Ohio Hardware Association, annual 
convention and exhibit, Feb. 18-21, 
1941, at Cleveland, Ohio. Sessions at 
Hotel Statler, exhibit at Auditorium. 
Secretary, John B. Conklin, 175 S. High 
St., Columbus. 

Oklahoma Hardware & Implement 
Assn., Feb. 4-6, 1941, at Oklahoma City, 
Okla. Headquarters, sessions, and ex- 
hibit at Municipal Auditorium. Secre- 
tary, Charles F. Nelson, 301 Key Bldg., 
Oklahoma City. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Jan. 28-31, 1941, 
at Pittsburgh, Pa. Headquarters, ses- 
sions, and exhibit at William Penn 
Hotel. Secretary, W. Glenn Pearce, 400 
N. Broad St., Philadelphia. 


Southern California Retail Hard- 
ware Association Conference, Nov. 13, 
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COMPARISON 


NOTE REINFORCEMENT 
OF HANGER 


HANGER ATTACHED “Ww. 
TO INSIDE OF DOOR 
Put FRANTZ “Glide’’ track and door hang- 
ers up against any other type on the market, 
and you'll see why FRAN T Z gives you the 
“edge” on competition and puts “more pow- 
er” behind your selling efforts. 


“Glide” combines both track and watershed 
in one piece....is absolutely bird- proof and 
waterproof....has telescope joints providing 
a smooth, continuous track, and is easily in- 
stalled without brackets. These features, and 
many more, plus all-round ruggedness and 
high quality, create ready sales at a generous 
profit, insure customer satisfaction, and en- 
courage repeat business. Write today. 


FRANTZ MANUFACTURING CO. 
STERLING, ILLINOIS 


FRANTZ 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 E. 42nd St. New York City 
@ 
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LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, lloops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tces and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 





National 
HARDWARE 


HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 


Sliding Door 
Hangers 








Garage Door 
Hardware 


Door Latches 


Stra and Tee 
inges 





Screen Hardware 




















National Manufacturing Co. 
STERLING - + + ILLINOIS 
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1940, Santa Monica Deanville Club, 
Santa Monica, Cal. Secretary, J. V. Guil- 
foyle, 626 Rives Strong Bldg., Los 
Angeles, Cal., is sponsoring the con- 
ference which will be devoted to retail 
problems. 


Southern California Retail Hard- 
ware Assn., Feb. 25-27, 1941, at Long 
Beach. Hotel headquarters, Hilton 
Hotel. Sessions and exhibit, Municipal 
Auditorium. Secretary, J. V. Guilfoyle, 
626 Rives Strong Bldg., Los Angeles. 

Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, IIl., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rinehart, 505 Arch St., 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 





Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bidg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Virginia Retail Hardware Assn., 
Feb. 18-19, 1941, at Danville, Va. Sec- 
retary G. T. Omohundro, Jr., Scottsville, 
Va. 


Western Retail Implement and 
Hardware Dealers Assn., 52nd annual 
convention and exhibit, Jan. 21-23, 1941, 
in the Municipal Auditorium, Kansas 
City, Mo. Frank H. Spink, 322 Scarritt 
Bldg., Kansas City, Mo., is secretary- 
treasurer. James A. Gorman is show 
manager. 


Wisconsin Retail Ilardware Assn., 
Feb. 4-7, 1941, at Milwaukee, Wis. 
Headquarters, Hotel Schroeder; ses- 
sions and exhibit, Auditorium. Secre- 
tary H. A. Lewis, Stevens Point. 





This Firm Sells Service 


(Continued from page 27) 


purpose of paying an installment 
they will purchase merchandise 
they did not intend buying. 
Another field in which the store 
makes an active bid for profits is 
that of fishing and hunting equip- 
ment. In the spring of 1939 
Perron’s cooperated in the promo- 
tion of a local sportsmen’s show, 
with other dealers handling fishing 
tackle, hunting equipment, etc., 
and a particularly good sales gain 
in these lines was enjoyed over 
those of the previous year. People 
who had not previously been in 
the store visited it as a result of 
the 1939 show. One young man, 
who had formerly used 15 and 25- 
cent bamboo poles, purchased 
$21.00 worth of equipment includ- 
ing a high quality rod, spinners, 
flies, etc. A number of 22-caliber 


rifles, single and double barrelled 
shotguns and automatics were sold. 

Some time ago, in order to pro- 
vide better fishing for anglers in 
Southbridge, Charlton, Sturbridge, 
Fiskdale, Brimfield and other sur- 
rounding communities, the Hamil- 
ton Rod and Gun C!ub spent $300 
to dam up a pond in Southbridge 
as a rearing pool. The pond is 
drained every two years and the 
horn pouts, pickerel, blue gills, 
perch, etc., are taken to lakes and 
ponds for quite a few miles around 
to keep them well stocked. Al- 
though this activity and others of 
the Hamilton club are carried on 
in the interests of better fishing, 
the Perron store and other dealers 
are benefited by the increased in- 
terest in angling. 





Selling Builders’ Hardware Outside the Store 
(Continued from page 46) 


giving them every opportunity to 
ask questions. If you will listen, 
it should not take you long to find 
out who the dominating spirit is 
in the group. Concentrate your 
selling on him. He will sell the 
others. 

That person might not be a 
member of the building commit- 
tee at all. It might be the archi- 
tect, the clergyman or the school 
building superintendent, but, if 
the one who asks the most ques- 
tions is sold, your job will be a 
lot easier. 

Finally this word of warning. 
Do not let the fact that competi- 
tors also present their propositions 


before the committee influence 
you to directly knock any of them. 
It always does more harm than 
good. 

If you are told your price is not 
low, it is your challenge to main- 
tain the fair price you are quoting 
because of the advantages your 
proposition gives them by virtue 
of the superior quality or prestige 
of your line. 

In closing this, the last of three 
articles on selling builders’ hard- 
ware, I can only say that common 
sense in selling is just as impor- 
tant in putting over a builders’ 
hardware sale as it is in selling 
anything else. 
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Time for STORM DOOR and WINDOW Hardware | 








today. 
CHAMPION. 


No. 078 — Adjustable Surface 
Door Hinge—Tension can be 
quickly regulated after door is 





Be ready for the season just 
ahead. You'll always WIN new 
sales with CHAMPION Hard- 
ware. Better check your stock 
Be sure to specify 








hung. 
No. 078—Set includes one pair 
hinges, pull, hook and eye, No. 353 — Screen 
complete with screws in box. and Storm Sash 
Hanger — Wrought 
Steel. 
No. 4110 


Champion Screen 

and Combination 
Door Catch — 

Popular for light 
screen doors. 











Ask your dealer for the complete CHAMPION LINE. 





CHAMPION'S No. 7 or 130—Screen and 
orm Door s in 2'/2"' sq. or 
NEWESTITEM _;: ee 


3" sq. hinge. Reversible Hinge. 


No. 4150—TUBULAR 
LATCH - 


* Easier to install 

*% Free bolt action 

* Geared, posi- 
tive, for satis- 
faction 













GENEVA, OHIO 


THE CHAMPION HARDWARE COMPANY 






51 MURRAY ST., NEW YORK 













FOR 
MeCabe’s 
FILTERS 
and SHIELDS 


If it's not in the mail— 
hurry! The season’s on! 
The simplest way to keep 
air clean and healthful. 
Eliminates furnace dirt— 
saves walls and drapes. 
In ivory, walnut grain or 
black. Adjustable to any 
size register. Removable 
filters, easy to clean. 





FLOOR MODEL 
Pat. No. 273342 ~ 





WALL MODEL 


ORDER TODAY! 
Watch for the New Swing-A-Way Can Opener 


SWING -A-WAY STEEL PRODUCTS, Inc. 


THE MERCHANDISE MART CHICAGO 
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MOST USEFUL TOOL ON THE MARKET! 


VISE-GRIP 


Adjustable Locking 


eon 


Ton-Grip 










World's Greatest 
Hand Tool 


7 — $1.65 
10° — 1.95 


Sell the wrench that mechanics are really ‘‘going for’! 
—THE WRENCH THAT DOES MORE THINGS THAN 
ANY OTHER TOOL! Famous for its “‘Double Lever’’ 
Action which locks jaws down with TON PRESSURE! 
Unlimited market. Has hundreds of uses in hones, 
farms, garages, service stations, factories, printing plants 
—every place where tools are used! NOW NATIONALLY 
ADVERTISED to reach every potential user! 

Vise-Grip is actually a vise, clamp, super-plier, open- 
end wrench, locking wrench, pipe-wrench, toggle press 
—ALL IN ONE! Holds anything, any shape. Never 
slips. Works close quarters, any angle. Finest alloy 
steel. Nickel finish. Light, trim, handsome. Two 
sizes, 7” and 10”. Guarrnteed. 

FREE! UNIQUE COUNTER DEMONSTRATOR 

e DISPLAY that makes sales easy! 
Given with first order of dozen or more Vise-Grips. 
Ask your TOOL SALESMAN or SUPPLY 
HOUSE for demonstration, or write us for 
Free Folder today! 


y=. 
REACHING OVER 


PETERSEN MFG. CO. oo nav, ° RAMOS 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Foley Flour Sifter 


Two-cup size. Has patented cone bot- 
tom to permit sifting directly into mea- 
suring cup, eliminating extra handling 
of flour for measurement. Levels mea- 





surement after sifting. One-hand oper- 
ated. Suggested retail selling price, 50 
cents. Foley Mfg. Co., 67 Main St., 
N. E., Minneapolis, Minn. 


Toggle Bolt Clamp 


Said to cut toggle bolt installation 
time 50 per cent and to enable me- 
chanic to use a screw driver instead of 
turning bolt with fingers. Made with 
die-sunk recesses on opposite side of 
the slot to provide a positive female 
threading action. Ordinary toggle bolt 





® 
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installation procedure is followed and 
when toggle bolt is ready to be tight- 
ened, toggle is pulled tight against in- 
side of wall, floor, or ceiling, clamp is 
slipped over bolt thread flush against 
bracket or fixture to be anchored as 
shown in Fig. 1 and belt is screwed 
tight as shown in Fig. 2. Then clamp 
is removed and bolt is given one more 
turn. The Paine Co., 2963 Carroll Ave., 
Chicago, Ill. Free sample if name of 
toggle bolt jobber is sent manufacturer. 





“Nam-O-Plate”’ 


Name is filled in on letter-holding 
metal piece. Bakelite plate is then 
evenly pressed over same. Protruding 
prongs on each end of metal piece snap 


. into two holes on inside of Bakelite 








plate and complete solid name plate is 
formed. Lettering is Duco white. Plate 
is black. Said to be weatherproof and 
rustproof and to require no polishing. 
An assortment of 24 plates packed in 
stock box, along with letter assortment. 
M. & G. Harris Co., 26 Custom House 
St., Providence, R. I. 





““Mother’s Own” Tool Set 
This new selling idea, announced by 
The Peck, Stow & Wilcox Co., South- 
ington, Conn., is designed as an unique 
year-round gift and utility offering of 





tools with a special appeal to women. 
Set consists of 10 items in selected 
tools of correct, smaller lady’s size, 
stylishly finished in blue and ivory 
enamel with polished trim. Included is 
a carton of household nails and a car- 
ton of assorted screws. Tools are tissue- 
wrapped and packed in an attractive 
heavy box finished in two-tone blue and 
silver and with a little jingle printed 
on the inside of the cover to personalize 
the gift. Packed in each box is a spe- 
cial gift identity in the form of a color- 
ful Cellophane band that can be quickly 
applied by the dealer as desired and re- 
moved later if necessary for regular 
stock. Each box also contains an at- 
tractive counter or window display card, 
left loose in the package so that it 
may be discarded by the purchaser or 
removed by the dealer. In addition, 
each shipping carton of four sets con- 
tains a free newspaper advertising mat 
and a package of 20 two-tone adver- 
tising postcards ready for mailing to 


prospects. 
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Complete Garage Door Unit 
This No. 10 “Over-the-Top” garage 
door unit comes with regular “Over- 
the-Top” equipment plus a specially 
built, pre-fit door—everything needed 





for the popular 8 ft. wide by 7 ft. high 
opening. Door is toxic treated for re- 
sistance to rot. Panels are laminated 
fir, with the exception of the two that 
are glazed. Door weighs only 85 lb. 
Included also is a smart, automobile- 
type handle-lock with two keys. Han- 
dle is chrome-plated. Frantz Mfg. Co., 
Sterling, III. 


Skilsaw Dise Sanders 


Three additions to Skilsaw line: 
Model “SP,” a two-speed heavy duty 
sander and polisher specially developed 
for steady use in metal fabricating 
plants, weighs 14% lb. and sells for 
$67.00; Model “H2” (illustrated), a 
two-speed heavy duty sander said to 
provide real economy wherever sanding 
work is constant in nature, weighs 16 
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Window Trims—New Packages—New Colors—Catalogs 


lb. and sells for $78.00; Model “SL,” 
an extra heavy power unit to handle 
a wide variety of heavy duty sanding, 
grinding and_ surfacing operations. 
Weighs 15 lb. Skilsaw, Inc., 5033 Els- 
ton Ave., Chicago, Ill. 





“Hotpoint” Refrigerator 


Special De Luxe “Norman” model 
designed to provide a quality six cubic 
foot refrigerator, having many de luxe 
features, at a price lower than com- 
pletely de luxe models. Has four pop- 
ice trays in stainless steel Speed Freezer ; 
stainless steel sliding shelves with safety 
bar construction; six-way cold storage 
department, and Hi-Humidity compart- 
ment for fresh fruits and vegetables. 
Powered by Thriftmaster with unloader 
valve and overload control. Standard 
equipment is a three-piece oven pottery 


set, a glass butter dish and a glass 
water bottle. Edison General Electric 
Appliance Co., Inc., 5600 W. Taylor 
St., Chicago, III. 








Covered Saucepot 


This “Speedy-Clean” six-quart uten- 
sil has two sure-grip handles firmly at- 
tached to the square bead top edge. 
Chrome lid, topped by heat-resistant 





composition knobs, fits snugly into this 
edge. Has straight sides and flat bot- 
tom. Everedy Co., Frederick, Md. 





Floor Trowel 


This trowel is specially designed for 
use on floors and is offered by Congo- 
leum-Nairn, Inc., Kearny, N. J., and 
made by Henry Disston & Sons, Inc., 
Philadelphia, Pa. Trowel in many re- 
spects is similar to the wall trowel. The 
.020 gage steel floor trowel blade is 
heavier, less pliable and more suitable 
for the abuse from floor work, the 
spreading teeth on the trowel sides hav- 
ing been spaced further apart than 
those on the wall tool. This new tooth 
arrangement allows the spreading of 
paste to the proper consistency for floor 
installations. 
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Boost Your Padlock Sales 
with this Proved Producer 


No guess work about this display . . . 
its efficiency as a padlock sales producer 
has been proved in home-owned hard- 
ware stores all over the world. Nor is 
there any secret about why this display 
sells . . . for each lock displayed was 
selected for special pulling power... 


for its obvious extra-value in its price class. 


One of these sales displays is yours 
FREE with the purchase of just one 
dozen padlocks . . . one each of the 
numbers shown on the board. 


} Order No. 407 from your jobber. 


Master Jock (0. 


ts > P “we” j F 
Warldi L Cahiny Vaddock Manufactu Aer 


MILWAUKEE, WIS., U.S.A. 
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Soldering Machine 


Model F—a treadle-operated machine 
which advances the iron straight down- 
ward. Solder is fed forward as iron 
returns from work. Feeding of solder 





may be regulated by adjustment. Sol- 
der up to % in. diameter may be used. 
Contact of iron tip with work is cush- 
ioned by spring suspension. Electric 
Soldering Iron Co., Inc., Deep River, 
Conn. 





New Pritzlaff Catalog 


The John Pritzlaff Hdwe. Co., Mil- 
waukee, Wis., has issued its 90th an- 
niversary catalog describing and _ illus- 


New Eagle Rule Line 


“All American,” retailing for 35 cents, 
has brass-plated joints and strike plates. 
Rule is made in 6-ft. size in lacquered 
natural maple finish in white and in 
yellow. Available with regular mark- 
ing or the F Style inside reading. Mark- 
ings are indelibly ingrdined in the nat- 
ural wood and then protected by lac- 





trating mechanics’ tools; machinists’ 
tools; roofing; eaves trough; nails; 
wire; farming tools; harness hardware; 
pipe and fittings; builders hardware; 
paints and varnishes; electrical appli- 
ances and supplies; housefurnishings; 
cutlery; guns; ammunition; fishing 
tackle; sporting goods; automobile 
tires; bicycles; stationery; radio; wash- 
ing machines; floor coverings, and stoves 
and ranges. 


Drain Tubs 


These square tubs are made of heavy 
gage, galvanized iron. Equipped with 
no-drip, self-return draining hose. Unit 
has free-wheeling casters. Hi-baked 
glossy enamel finish. One Minute 
Washer Co., Kellogg, Iowa. 











quer. Counter and window displays 
are in red, white and blue. The large, 
11 by 13 in., mounted display cards have 
an actual rule of three sections mounted 
on the card. Small box display comes 
packed with each box of six rule to- 
gether with descriptive folders. Dis- 
plays are free. Eagle Rule Mfg. Corp., 
510 Hunts Point Ave., New York City. 
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Lawn Trimmer 


* Cuts grass much like a scissor, shear- 
ing grass with either forward or back- 
ward motion. Manganese steel saw 
tooth cutter is propelled by friction of 





the rubber tire roller on the sidewalk 
or sod. Steel spring holds saw tooth 
cutter against stationary shearing blade. 


England Tool Co., 2302 4th Ave., Seat- 
tle, Wash. 





Vacuum And Sweeper Deal 


Available to dealers through G-E dis- 
tributors is a combination deal of a 
G-E vacuum cleaner and “Komb- 
Kleaned” carpet sweeper, “Co-Ed” 
model, made by the E. R. Wagner Mfg. 
Co., 4611 N. 32nd St., Milwaukee, Wis. 


The two products in combination consti- 
tute a regular $56.90 retail value, which 
during the period of this promotion, 
ending Dec. 31, 1940, dealers can retail 
for $39.95. 





16-In. Scroll Saw 

Heavy cast-iron frame is one piece to 
reduce vibration to a minimum and to 
insure accurate alignment of the oper- 
ating mechanism. Lower mechanism is 
encased within the base casting, sealed 
from dust and within this the %-in. 
crankshaft, with its long double Oilite 
bronze bearing, operates in a splash 
bath of oil. Upper spring tension mech- 
anism is enclosed in a nickeled brass 
tube, which can be raised or lowered on 
the upper arm to regulate blade tension. 
Upper spindle or shaft is guided at 
both ends. Adjustable air hose blower 
keeps work clear of sawdust. Blade 
can be turned to a 90-deg. angle when 
it is desired to cut long stock. Equipped 
with adjustable blade guide. Saw 
equipped with %4-in. V-pulley, 4 in. in 
diameter. A %4-hp. motor is ample for 


operation of this machine. Suggested re- 
tail selling price, $22.50. Arcade Mfg. 
Co., Freeport. Ill. 











Crosley Radios 


The 1941 line of “Glamor-Tone” ra- 
dios, radio-phonograph combinations 
and home recording sets begin in price 
at $7.95 in the table model and gradu- 
ate up to $149.95 for the de luxe Re- 
corder radio-phonograph combination 
home recording set. The line includes 
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two battery portable AC-DC receivers 
and frequency modulation receivers. 
Among features offered in all receivers 
are jewel-case protector, Heliscope loop 
aerial, antenna booster coil, automatic 
volume control, illuminated ‘“Gold- 
Glow” dial and dual-purpose tubes. The 
entire line uses only 15 tube types. 
The Crosley Corp., Cincinnati, Ohio. 
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POULTRY 
NETTING 


Boost Sales 
With This New 
Low Cost Netting! 


The new U.S. 4 in! Poultry Net- 
ting provides dependable chick-tight 
fence protection at a NEW LOW 
COST. Baby chick-tight at the bottom, 
poultry-proof all the way up, it combines 
the advantages of closely spaced fabric 
with the economy of wider mesh net- 
ting. The seven lower line wires are 
only 5/8-inch apart. The remaining 
line wires are graduated (at intervals) 
as follows: | inch, | 3/4 inches and 
2 inches. 


U.S. 4 in | is woven with straight 
parallel line wires joined by the famous 
U. S. LOCK-TWIST. It rolls out flat, 
cuts easily and without waste, stretches 
perfectly, requires no top-rail, no base- 

board. Made of Cop- 
per-Bearing Steel 
Wire, hot zinc gal- 
vanized. Furnished 
Galvanized Before 
or After Weaving in 
24, 36, 48, 60 and 


LOCK-TWIST 79 inch widths. 


WEAVE 


U.S. 4 in | is pioduced by the makers of 
U. S. STRAITLOK, the original straight-line 
netting, and U. S. HEXLOK, the improved hex- 
agon mesh fabric. All are readily available from 
representative jobbers. Ask your jobber or write 
direct for complete information! 


INDIANA 


STCEL & WIRE CO. 


MUNCIE INDIANA 
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Horton “Launder-Lux” 


“Launder-Lux” is a complete home 
cleaning system, really two washers in 
one. Handles 9 lb. of dry clothes. 
Double wall tub with dead air space 





between walls is said to keep wash 
water hot. Massive wringers with the 
extended tubs are standard equipment. 
Finished in all white. A newly de- 
signed “Kleenette” is a small unit which 
fits inside the big machine for the 
laundering of sheer fabrics, baby clothes 
and for handling mid-week wash jobs. 
May also be used for heating wash 
water, for boiling and sterilizing, tint- 
ing and dyeing, and for home dry 
cleaning with non-inflammable cleaner’s 


fluid. Horton line also includes the “‘Do- 
All” portable electric ironer with full 
sixe 6 in. diameter roll, 22 in. long, 
centralized control lever for right or 
left hand use, and an automatic locking 
control for pressing. Both ends of 
ironer are entirely open. Horton Mfg. 
Co., Fort Wayne, Ind. 


Improved “Flextite”’ 


A new active ingredient is now being 
used in “Flextite,” which is said to 
bring its activity down to a measure 
of seconds. According to the manu- 
facturer, this new “Flextite” is used 
with ordinary Portland cement and 
forced against water pressure, held 
there only a few seconds and the leak is 
stopped. “Flextite” may also be used 
for waterproofing and damp-proofing 
generally in cellars or basements, pits, 
tanks, and other such places. Flexrock 
Co., 23rd and Manning Sts., Philadel- 
phia, Pa. 


Loose Pulley Oiler 


Unbreakable. For slow and _ high- 
speed applications without flooding. 
This oiler is intended for replacement 
of common grease or oil cups and to 
supply visible, automatic lubrication. 
Made in 1 or 2-0z. capacities with 4%-in. 
or %-in. pipe thread fittings. Trico 
Fuse Mfg. Co., Milwaukee, Wis. 





* HOLIDAY PACKAGED in gay, colorful 
Christmas Wrappings without cost to you! 
With sales up 248% during the 1939 holiday 
season, the sky’s the limit during 1940 for 
these unique, low-cost gift items. But time 


is getting short . . . get your order in now 


THE WASHBURN COMPANY 
WORCESTER, MASS. 
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. see your jobber today. 


e ROCKFORD, ILL. 


SPEEDy 
SELLERS 


*BOwL AND 
* “UNIFORM” nur 
MEAT CHOPPERS 
*“TEARLESs: 
* FLOUR SiFTERs 
* DE Luxe EGG 
BEATERS 
* PLASTic 
BA 
NECKTIE heme 
* FLOWER Por 
TRAYS 























Lock Assortments 


The Corbin Cabinet Lock Co., New 
Britain, Conn., has announced three new 
merchandising deals. The No. 92 cabinet 
lock display plus the No. 92S merchan- 

















dise assortment consisting of 2% doz. 
locks. Display is finished in royal blue 
lacquer and is 9 in. wide by 18 in. high. 
Board is free. Dealer pays only for the 11 
locks shown on the board. Price cards 
show suggested retail price of each 
lock. [Illustrations with list numbers 
and main selling points are shown on 
the back of the display board. Fur- 
nished with screw eyes. The “Bonus 
Package” padlock deal No. 200 with an 
assortment of padlocks makes it possi- 
ble for dealers to earn 79 per cent 
profit. Three padlocks having a retail 
value of $2.25 and the royal blue dis- 
play board are given free when dealer 
purchases assortment of 32 padlocks. In 
this bonus package, which will re- 
tail for $13.90; dealer’s cost, $7.78. Dis- 
play is 9 in. wide by 18 in. high. On 
the No. 300 padlock deal, dealer is 
given free three padlock chains with 
the purchase of six of the No. 9912 
padlocks in the new platinite finish. 
This padlock retails for 50 cents. 
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Revolving Roller Strainer 


Consists of a sturdily constructed, 
coarse mesh, 6 in. diameter strainer 
with an all-wire handle and narrow 
Ajax trim. The detachable masher unit 





has a rotator and blade, heavily nickel- 
plated, a wood roller and enameled 
gear knob. Revolving unit is easily 
detachable for cleaning. Coarse mesh 
strainer can be used separately. Ed- 
ward Katzinger Co., 1949 N. Cicero 
Ave., Chicago, IIl. 





Winchester Spotlight 


The new color-decorated Winchester 
“Power Lite Fixt-Focus” spotlight re- 
tails complete with standard batteries 
at 79 cents. These are offered in each 
of three color combinations in Deal Dis- 
play No. 69. This assortment includes 
two each of three color styles in a “Si- 
Me” twin counter display and 48 Win- 
chester No. 1511 “Hi-Power Super Seal” 





unit cells. The flashlights, two red with 
copper trim, two blue and copper, two 
black and chromium, come packed ready 
for display in their folding display. 
Winchester Repeating Arms Co., Divi- 
sion of Western Cartridge Co., New 
Haven, Conn. 


Pot And Pan Cleaner 


“Mesh Maid” pot and pan cleaner is 
made of wire mesh. Said to have long- 
wearing qualities. Retails for 25 cents. 
Whiting & Davis, Inc., Plainville, Mass. 





Low Cost Venetian Blind 


Retail prices begin at $1.49. Slats 
are made in three layers of compressed 
chestnut fiber. Have washable, baked 


enamel finish; positive tilting device; 











automatic cord locks; full 1-in. sturdy 
duck tapes and durable cords. An 
enameled wood display rack complete 
with mounted blind is offered for $2.00 
or for one dollar with orders of 50 or 
more blinds. Clopay Corp., Clopay 
Square, Cincinnati, Ohio. 








Five-Piece Oven Set 


Utensils in this set are for cooking 
meats, vegetables, puddings, and bread. 
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Five pieces make it possible to cook a 
complete meal at one time. Pans are the 
right size to fit average oven. Oven set 
may also be used for 
storing foods in re- 
frigerator. When not 
in use, pans can be 
nested or stacked. 
The Aluminum Cook- 
ing Utensil Co., New 
Kensington, Pa. 
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THREADS ARE WORKERS 


..» As soon as they are cut, 
they are ready for their job 
of holding...No threads work 
better or nei longer than 
the clean, accurate threage- 


cut with Morse Taps and Dies. 


a 


TWIST DRILL AND 
MACHINE COMPANY 


NEW BEDFORD, MASS., U.S. A. 


NEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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PIPE WRENCHES 


CHAIN TONGS 


Jaws are drop forged from special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 
“spring.” 

Flat Link Chains have proven strength 
are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 Ibs.) Design 
improvements: jaws have _ increased 
bearing on bar and forged-in chain 


guides, large steel bolts, drop forged 

alloy steel sha kle. Better PIPE 

TOOLS—The most complete line made 

and each an improved tool. 

Solid Stock and Dies Pipe Cutter 

Adjustable Dies and Knife Blade Cutter 
‘ocks Wheels 

Receding Threaders Pipe Wrenches 

Hinged Pipe Vises Chain Tongs 


Write for new catalog 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Franciseo Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 
199 Lafayette St., New Ye-" 


Your choice of finishes 
in wrought metal or 
steel 


The good looks, durability, and simple, 
practical construction of this Shelby 
Sash Lock are typical of the complete 
Shelby line of builders’ hardware. 
Popular priced residence building to- 
day demands lifetime quality, moder- 
ately priced. 


In solid brass or bronze, these sash 
locks and lifts will outlast the build- 
ing. Where wanted they are also avail- 
able in wrought steel. May be had in 
the popular finishes in either steel or 
wrought metal construction. 


SHELBY is a good "BUY" word when 
you are ordering builders’ hardware. 


THES [poly 


CD SPRING HINGE CO 
SHELBY, OHIO 
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Water Heaters 

Nine models are offered in the Evan- 
oil oil-burning water heater line, two 
comprising a Deluxe line, four in the 
Standard line and two lower priced 








models. The Deluxe units have capaci 
ties of 20 and 30 gal.; the Standard. 
20, 30, 40 and 45’gal. The former in- 
corporate a door-mounted burner assem- 
bly, drain cock and cold water drop 
tubes and include chrome trimming. 
The latter use a shelf-mounted burner 
assembly and do not have drain cock 
or drop tubes. The two lower priced 
models have 20-gal. tanks and shelf- 
mounted burners. One has a 3-gal. re- 
movable fuel tank and barometric valve. 
Both are manually controlled. Evans 
Products Co., Detroit, Mich. 





Larger “Viking, Jr,” Scale 

The Hanson Scale Co., 525 N. Ada 
St., Chicago, IIl., is introducing another 
low cost, slightly larger spring balance. 
It has a capacity of 50 lb. and sells at 
retail for 49 cents, as compared with 
the 29-cent price of the original 25-lb. 
model. The construction of this scale 
follows almost exactly the design of 
the first “Viking, Jr.” 





Maintenance Painting 


The American-Marietta Co., 43 E. 
Ohio St., Chicago, Ill., has issued a 
128-page Maintenance Painting Hand- 
book, representing the accumulation of 
reports and records of technical paint 
questions. The handbook contains com- 
plete descriptions of surface prepara- 
tion; methods of paint application, and 
types of paints, that have proved suc- 
cessful under widely varied conditions. 
Included are discussions of painting 
methods for protection against weather, 
radical temperature changes, climate, 





acids, water, etc. Manual also contains 
tables which will assist in estimating 
the quantity of paint needed to cover 
various regular and irregular surfaces 





Plant Food 


Jean Maclean, Bridgeton, Ind., and 
Des Moines, lowa, announces a new 
plant food and soil tonic, “Manna,” 
which also serves for soilless growing. 
This new product, an odorless, balanced 
and concentrated fertilizer in tablet 
form, and fortified with Vitamin B,, is 
put up in colorful packets—25-cent sell- 
ers—mounted on an easel-back display 
card. A dollar size is also offered. 





Low-Cost Flashlight 


The Bond standard two-cell focusing 
spotlights come in two color combina- 
tions—No. 2803 red and copper; No. 
2804 black and copper. They retail at 


59 cents with two 10-cent Bond Mono- 
Switch has lock-on and flash con- 


cells. 





tacts. Cases are respectively decorated 
with a vivid red “rock crystal” finish 
and glossy black finish of the same 
type. Lights are being introduced with 
display deal No. 4, which includes three 
red and three black spotlights, two 
counter displays, and 48 No. 102 Super- 
Power Mono-cells. Bond Electric Corp., 
Division Western Cartridge Co., New 
Haven, Conn. 


8 In. Speed Saw 





Maker states it cannot be stalled due 
to use of specially constructed, heavy- 
duty motor. Saw is designed to give it 
many of the maximum cut advantages 
of an 814-in. saw on either angle or ver- 
tical cuts. Capable of maximum cut of 
111/16 in. and minimum of 23/32 in. 
On 45-deg. angle saw cuts maximum of 
23/16 in. Blade speed is 3600 r.p.m. 
Clarke Sanding Machine Co., Muske- 
gon, Mich. 
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“Sentry Stop-A-Draft” 


Special introductory offer enables deal- 
ers to secure 12 “Stop-A-Draft” and the 
illustrated counter. demonstrator. As- 
sortment contains sufficient sizes for a 





complete opening stock. Demonstrator 
is an actual miniature door, in a frame, 
and has miniature “Stop-A-Draft” 
mounted on it to show its exact func 
tioning. Demonstrator ordinarily costs 
dealers $2.00. The Sentry Stop-A-Draft 
Co., 4614 Prospect Ave., Cleveland, 
Ohio. Exclusive sales agents, John H. 
Graham & Co., Inc., 105 Duane St., New 
York City. 


Car Top Carrier 





No. 312—clamps four pair skis and 
poles or two pair skis and toboggan 
between sponge rubber insulated steel 
frames. Secured to car top by four large 


Kitchenware Ensemble 


“Fleurette” 
color combinations, 


line—ail items in two 
lithographed in 





vacuum cups anchored to eave rail of 
body over doors by four straps and 
insulated steel hooks. Packed in in- 
dividual shipping carton. List price, 
$5.00. Wesbar Stamping Corp., West 
Bend, Wis. 


Hoffman Hdwe. Catalog 


The Hoffman Hardware Co., whole- 
sale hardware firm at 229-235 S. Los 
Angeles St., Los Angeles, Calif., has 
issued the 1940 edition of its catalog ot 
general hardware lines. This volume is 
a divisional catalog with sections de- 
voted to general hardware; tools, build- 
ers’ hardware; paints, varnishes, oils, 
and brushes; stoves, fixtures, refrigera- 
tors; housewares; electrical appliances 
and supplies; cutlery, plated ware, 
clocks, thermometers; guns, ammuni- 
tion, camp goods, fishing tackle, and 
athletic goods. These divisions are 
fully bound so that they may be used 
by the dealer and his salesman in vari- 
ous departments of the store. 





Chrome Cooky Sheet 


This polished cooky sheet of chrome- 
plated steel, 12 by 17 in., is said to 
eliminate 


possibility of sticking and 


never needs scouring. One end is curled 


slightly to facilitate handling. Opposite 
end is punched for hanging it out of 
the way when not in use. Everedy Co., 
Frederick, Md. 


geranium red and leaf green on white 


backgrounds. Owens-Illinois Can Co., 


Toledo, Ohio. 
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True to natural coloring 
of breed. Light, buoyant, 
floats naturally. Made 
from carefully selected 
water-resisting lumber. 





FOLLOWING BREEDS AVAIL- 
ABLE, PACKED 4 DRAKES, 2 
HENS TO THE CARTON: 


Mallard Whistler 
Teel Widgeon 
Redhead Black Duck 
Blue Bill Canvasback 


Pintail Mud Hen 


Write for Prices 
and Discounts 


ANIMAL TRAP COMPANY 
OF AMERICA - LITITZ, PA. 
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BELT LACING 


_ STEELGRI 


A stronger lacing for all types of 
belts. Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
a permanent “humpless’’ jvint. 
2-plece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives — especially drives operating 
under outdoor conditions. 


Wiki akip 
Preferred be- 
cause they are 
handled safely. 
and quickly. 
a ani oan 
HM, ear 
holds ‘hooks, even shortest ends in 
perfect alignment — every hook is 
used, no card waste. Fit Wiresrip 





























or any other standard § lacers 
Available in 6 sizes. 

S area 
A necessity at harvest time. Keep 






binder 


the field. Get your share of this 
nrofitable market. 





Write today for Catalog and Circulars 


“The A. Lacing 
Peo: ple’’ 


Aan enicace. 


/KOLOROX 


A Concrete Floor Dye 
and Self-Polishing Wax 


@ For interior or exterior coloring and dustproofing 
cement floors. Penetrates pores becoming an actual 
part of surface itself. Will not chip, crack or peel 
For added beauty and protection apply TAMMS 
Self-polishing WAX to dyed surface. Same colors 
as dye o7 a clear solution for use on linoleum or wood 


“wrt -TAMMS Double Duty 
CAULKING COMPOUND 


@ Comes in bulk or packed in one pint cartridges 
ready to slip into gun. When extra heavy com- 
pound is desired, specify knife grade. Easiest, 
quickest, cleanest way to load a caulking gun. 
Write for SPECIAL FREE CAULKING GUN 
OFFER! 


LINDEX Casein Water Paint 


@ The quick modern method for better paint jobs! 
No sizing needed. Adheres to damp or ery sur- 
faces. Meets government specification. Washable. 
Saves 25% on paint—cuts labor costs. 


TAMMS PAINT MIXER 
and AGITATOR 


@ Turns old paint stock 
into liquid assets! Builds 
up paint dept. business. 
Mixes all cans — pints to 
gallons. Finest—guaranteed 
construction. Order now! 


$47.50 


motor 
HP, 





Ave., 
U.S.A, 












@ Write for NEW CATALOG! 


TAMMS SILICA CO. 
\_ 228 N. LASALLE ST., CHICAGO, ILL. | 
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Tank-Type Vacuum Cleaner 
No. E50—list price, complete with 
nine attachments, $49.95. Features in- 
clude “super-intake” nozzle, whirlwind 
super suction; air sealed germ trap; 




















quiet rubber mounted motor with radio 
interference eliminator. Landers, Frary 
& Clark, New Britain, Conn. 


*“*Mekanix-Lite”’ 


Hard-to-See PLACES 


* Made of Genuine 
Du Pont’s LUCITE 


* Double Batteries 
and Mazda Bulb 





Made of “Lucite,” bends light around 
corners. Uses double batteries and 
Mazda bulb. Two-cell nickel-plated bat- 
tery case. The Emeloid Co., Arlington, 
N. J. 


Builders’ Hardware 
Text Book 


Truly a text for hardware men, the 
book, “Taking the Mystery Out of 
Builders’ Hardware,” by Adon H. 
Brownell, in its 60 chapters takes the 
builders’ hardware student and _ build- 
ers’ hardware engineer through ll 
phases of that industry. The charts, 
tables, working blueprint, detailed 
drawings and more than 600 illustra- 
‘tions present the solution to both run- 
of-the-mill and unusual builders’ hard- 
ware problems. The volume is of 220 





pages, 842 by 11% in., bound between 
hard, cloth covers to stand up under 
long usage. It comprises the Elemen- 
tary, Intermediate and Advanced courses 
as published serially in HARDWARE AGE 
during the past two and a half years 
plus a glossary of 300 technical build- 
ers’ hardware terms and a cross refer- 
ence index. The book is available from 
Harpware Ace, 100 E. 42nd St., New 
York City, at $3.00 per copy, cash with 
order, or C.0.D. plus a small postage 
charge; in Canada and foreign coun- 
tries, $3.50 per copy. 


“No Fumble Rack” 


This rack was recently awarded the 
Gold Seal by the jury appointed to se- 
lect items for the “America at Home” 
exhibit at the New York World’s Fair. 


Rack contains a set of eight necessary 








kitchen helps. Rack and non-slip han- 
dles of each utensil are new. These 
hard rubber handles have a_ special 
notch to permit quick, easy, adjusting 
in the rack. Rack is 12 in. long by 
2 in. deep and finished red or green 
lacquer with chromed metal rod. Fas- 
tened to wall by two small screws. 
Remington Arms Co., Cutlery Division, 
Bridgeport, Conn. 





Dog Leash Merchandiser 





This attractive counter display show- 
ing monel metal bead chain dog leashes 
is offered by the Bead Chain Mfg. Co., 
Bridgeport, Conn. 


HARDWARE AGE 











Originators of Taml Islamal, the greatest 
Tool Sales Plan ever created and 


PEXTO also gives you Shear-ISLE. 





DAMPERS 


and Other Stove Hardware 


Top quality spindles used in Arcade 
Dampers are ground to a sharp point, 
making installation quick and easy. The 
cast-iron blades are smooth in finish... 
accurate in size... and of the latest 
design. Trade Mark Reg. U. S. Pat. Off. 





Also a complete line of Lid Lifters, 

Pokers, Stove Scrapers, Shakers and Do not confuse this quality fixture with ordinary 
aude aul a le and styles in- “imitation” display offerings. Shear-ISLE and its 
Sitka de Minentinns tis Metis Stone supporting Shear Sales Plan will bring this business 
Hardware. PROFITABLY into your store and keep it there. 
Order from your jobber. It sells Shears. 


ARCADE MFG. CO. 


D RU Dy [) F 1201 Shawnee St. THE PECK, STOW & WILCOX co. 
FREEPORT, ILLINOIS | SOUTHINGTON, CONNECTICUT 
























HARDWARE & TOOLS | — Since 1785 — 
Popular MITRE KIT 
with new angle index sells 
Note how you can adjust our new model No. 525 to any angle desired 
and securely lock it with handle that shows beneath the kit. It accurately on 


cuts sizes up to 2x4. The Baker McMillen MITRE KIT is a well made, 
precision unit that appeals to both the professional and home craftsman. 
Put a few on your counter. They will sell on sight. Write for wholesale 


len cS No a5 prices. 


THE BAKER McMILLEN CO., 349 Miller Ave., Akron, Ohio 


ft ss ROPE | 
MARKED 





sgoo 
Retail including high grade 10°' saw 








THERE’S MUCH TO SEE 
IN PHILADELPHIA 
REFER YOUR GUESTS TO 


The 
BENJAMIN 
FRANKLIN 


. 2 blocks from geo Hall 


GEO. O’NEIL 
MANAGING DIRECTOR 





No other cordage mill, besides Columbian, maintains such a complete 






buying, packing and warchouse organization in the far-off Philippines. 


That's why the fibre used in Columbian Rope is quality-controlled. 





This typifies the care and inspection that Columbian 


maintains every step of the way! 





COLUMBIAN ROPE COMPANY 
AUBURN, "The Cordage City,” N. Y. 







PH 








\ 














Good Window Displays « « « « « « «««# « a«@e«aeeau«e 
Do you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
like attractive window displays of ble merch ? jm it highly profitable to subscribe to extra copies for their sales 
lorce. 
: Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 100 East 42nd Street, New York City 
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} 0c 
Cards 
| | 25¢ 
: a Boxes 
; or Bulk 





_WOOD JOINERS _ 


THEY PU!.L—CLINCH—HOLD 


The outstanding fastener fer making, repairing 
sereens, garden furniture, frames, ete. 


Ash Your Jobber 
SUPERIOR FASTENER CORPORATION 





5224 N. Clark St. Chicago, Hi. 








DENISTON 






T te tL 
“Lead Sea” NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for samples. 
4840 South 


The DENISTON Co, “sz'er: Az<. 


STOCK THIS QUICK 
=aR= 
KILLS-RATS-ONLY 


Fast selling Rat killer—Not a poison—harmiess to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stures big outiet. Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
Sant write for prices. K-R-O Company, Spring- 
eld, Onto. 














Kw Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25S YEARS 


Write fer FREE Circular Mird. By 
QUINN WIRE & IRON WORKS 


BOONE, OWA, USA 


TATE 
Picture Hangers 


Outstanding quality. 
Sizes to hold from | to 
100 Ibs. 5¢ per card. 


E. H. TATE CO., 
Boston, Mass., U.S.A. 


PERFORATED RUBBER, 


AUTO TIRE & LINK MATS 


BURTON MAT Co., BROOKLYN, N. Y. 


Positively 
the best 


oo MORGAN 
FURNITURE 













COMPANY 
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The ““WHO MAKES IT ?” issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Olean, N. Y.: Who makes the 
Spin-A-Bin steel revolving cabinets? 


A. E. Ewing Co. 


ANSWER: Noggle Products Co., 
5005 Jackson Rd., Ann Arbor, Mich. 


* « & 


Chase City, Va.: Who makes an 
electrified bridge table? Roberts 
Hdwe. Co. 


ANSWER: Brunchboard Table 
Co., 817 Powel St., San Francisco, 
Calif. 


* * * 


Orlean, Vt.: Who makes the Ulster 
pocket knives? Ray E. Hunt Co. 


ANSWER: Dwight Divine & Sons, 
Ellenville, N. Y. 


New Bedford, Mass.: Who makes 
the Billings U.T.W. brick trowels? 
J. Alfred Fredette. 


ANSWER: Billings Tool Works, 
Media, Pa. 


* + 


Panama City, Fla.: Who makes 
the Hastings gold leaf? Fisher-Stin 
son Hardware Co. 

ANSWER: Hastings & Co., 819 Fil- 
bert Street, Philadelphia, Pa. 


* * * 


East Orange, N. J.: Who makes 
the Drano drain pipe cleaner? 
Apartment House Supply Co. 

ANSWER: Drackett Co., 5020 
Spring Grove Ave., Cincinnati, Ohio 


HARDWARE AGE 




















Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Pittsburgh, Pa.: Who makes a 
wood manure fork? Joseph Wood- 
well Co. 


ANSWER: Torrey Bros. Co., Cen- 


tral Village, Conn. 


* * * 


Sayreville, N. J.: Who makes 
small metal mirrors? A & B Hard- 
ware Co. 

ANSWER: Presto Lock Corp., 
Garfield, N. J. 


* * * 


Clearwater, Fla.: Who makes the 
Dietzgen simplex steel tape? West 
Coast Hardware Co. 


ANSWER: Eugene Dietzgen Co., 
2425 Sheffield Ave., Chicago, III. 


* * * 


Atlanta, Ga.: Who makes the 
Fabreeze electric fans? King Hdwe. 
Co. 


ANSWER: W. H. Fabry Mfg. Co., 
Inc., 700 S. Date Ave., Alhambra, 
Calif. 


* Se «& 


Russell, Kansas: Who makes 
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charred oak chips? S. S. Miller & 
Sons. 
ANSWER: Charpure Co., Deca- 


tur, Ga. 
* * * 


Boston, Mass.: Who makes the 
Neider double head nails? H. M. 
Sanders Co. 

ANSWER: F. A. Neider Co., Au- 
gusta, Ky. 

* * om 


Woodsfield, Ohio: Who makes the 
King hay carrier? Helbling Hdwe. 


ANSWER: Ney Mfg. Co., Canton, 
Ohio. 


* * * 
Toccoa, Ga.: Who makes the Peli- 
can fishing reels? Ramsay Hdwe. Co. 


ANSWER: Horrocks - 
Co., Utica, N. Y. 


* * * 


Ibbotson 


New York, N. Y.: Who makes the 
Victor flush valves? L. Schein & Son, 
Inc. 


ANSWER: Victor Flush Valve 
Co., 395 Fifteenih Ave., Newark, 
N. J. 





Not only to the user, who wants a 
lantern for its lighting and effi- 








ciency and for protection from 


danger; but affords protection 
the dealer who sells them. 


to 


The Dietz Company does not sell any 
lanterns to chains, catalog houses, syndi- 
cate buyers, purchasing companies, co-ops, 
or groups selling preferred position as to 


price. 


All lanterns made in the Dietz factories 
are sold only through the regular whole- 
salers of hardware, housewares and mill 


supplies. 
Dietz affords full protection to the 
dependent retailer. 


Dietz Lanterns are always good mer- 
chandise to have in stock, always ready for 
emergencies and do not die on the shelf. 


100TH ANNIVERSARY 
|R.E. DIETZ COMPANY 


NEW YORK 





“1940 





Output Distributed Through the Jobbing Trade Erclusively 
en 













(Detachable) 


Hardened  poin 


XN line 
Retail at 60¢ per 

pair. Full trade J 4 
discounts. a a 


SAFETY HEEL PLATES 


ts, 


strong metal harness 
weather-proof strap 
fully guaranteed, sizes 
for arctics, overshoes, 
or boots and shoes 


Write for 
prices on 
our full 


ice 


creepers 


©. A. Norlund Co., Williamsport, Pa. 








mo 3 «BIG SELLERS 
ao in DURABLE MATS 


TH aad 


HO 
Pa 
i Le 2 STRAIGHT WEAVE —A better 


Assures repeat business. 


(PUES ORE AY | 


HP petition. 





1. HERRINGBONE WEAVE — Ex- 
elusive weave and selected quality. 


Door Mat made to meet price com- 


TULLE 3. TRI-COLORED MATS — New 
Hite 


if 
popular prices. 


Sold only through jobbers and dealers. 


beauty in 3 colors, made to sell at 


DURABLE MAT CO. 77Z5 0% no” 








You'll find REAL 


Sales Representatives 











advertising in the 
Sales Accounts Wanted 
Columns 
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Chansihied Opportunitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chansitied Adwentining Ratea | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... .00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 
Positions Wanted 
(Special Rate) set solid, maximum, 
atk Dtbeen etches ctuetandoe $1.00 
Each additional word............... 5 


Allow Seven Words for Keyed Address or Your Addrese 


BOXED DISPLAY RATES 
One inch 
Each additional inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—@e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 











| —s- Positions Wanted 


lil Positions Wanted =| 


(Sales Repnesentakives Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York Ciry. 





FOLLOWING, wants 


to 


SALESMAN WITH A 
represent tool or hardware manufacturer 


to 
rated hardware jobbers, wholesalers, major 


well 


hardware and mill supply dealers in Metropolitan | 


Address Box E-88, care of 


New York territory. 
42nd St., City. 


Harpware Ace, 100 E. 


A YOUNG AT 145, the father of 2 
children, 5’ 10” tall, blue eyes, graying hair, 180 
Ibs., honest, sober, and reliable; 25 years of hard- 
ware experience, clerk, merchant and calling on 
trade in Chicago and suburbs. Would like to 
represent factory or jobber. Address Box E-150, 
care of Harpware Ace, 100 E. 42nd St., N. Y: 
City. 


MAN 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box E-90, care of 
Harpware Ace, 100 E. 42nd St., New York City. 


SERVICES OF A com- 
petent manager for hardware, housewares, paints, 
sporting goods, or kindred lines. Twenty years’ 
chain and independent retail management experi- 
ence. College training, additional study La Salle 
Extention University. Capable productive super- 
vision all phases retail business. Best of refer- 
ences and recommendations. Compensation based 


OFFERING: THE 


on results. Address Box E-135, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 
YOUNG, ALERT, EXPERIENCED AND 


RELIABLE manufacturer's representative is de- 
sirous of making a new connection. Now selling 
to the hardware, mill supply and plumbing supply 
trade throughout New England. Contact every 
desirable account in the territory and have strong 
following among wholesalers, jobbers, chains and 
major dealers. Have doubled business of present 
connection in one year in the New England terri- 
tory. Prefer to handle and concentrate on one 
line only for a susbstantial, reliable manufacturer, 
on a salary and expense basis. 
sales record will satisfy your most exacting re- 
quirements. If you are interested in obtaining 
the finest possible representation in the New Eng- 
land area and would consider paying salary and 
expenses for such representation, please write to 
Box E-152, care of Harpware Ace, 100 E. 42nd 
St., N. Y. City. 
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| 

| SALES EXECUTIVE SEEKING CONNEC. 
TION FOR foreign market where knowledge of 
Spanish added asset. Nine years’ experience in 
Latin America. Address Box E-154, 
—= Ace, 100 E. 42nd St., N. 


care of 
Y. City. 








MANUFACTURER’S REPRESENTATIVE 
| WITH OVER 15 YEARS of diversified selling 


" | experience contacting the chains and department 


stores, mail order houses, wholesalers. Have 


| handled housewares, building materials, novelties 
| and specialty lines. Successful record as a sales 
| Seer. Address—Godfrey D. Meyer, 2395 


Valentine Ave., New York City, N. Y. 


| STORE OR DEPT. MANAGER, EXPERI- 
| ENCED all branches of the hardware business, 
| power tools, building materials, plumbing and 
| heating and electrical supplies. Original funda- 
experience in the New York hardware 





mental 
trade with later chain store training in modern 


| merchandising methods. Age 37—married. Ad- 
dress Box E-142, care of Harpware Ace, 100 E. 
42nd St., N. Y. my. 

SALESMAN, EXPERIENCED, DESIRES 


TO REPRESENT Manufacturer or Jobber of 
General hardware or Agricultural hardware. Not 
afraid of hard work. Best references. Employed 
at present in retail store. Would like to return 


to a Jobber or Manufacturer’s line. Address 
Box E-125, care of Harpware Ace, 100 E. 42nd 
St., 


N. ¥. Clty. ' 





YOUNG MAN, 36 YEARS OF AGE, mar- 
ried, honest, reliable, conscientious willing worker, 
15 years’ experience at wholesale and retail hard- 
ware, housefurnishings, electrical supplies and 
variety stores, desires a position with a reliable 
firm—here or out of town. Address Box E-118, 





care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 

PURCHASING AGENT—AGE 31, POSI- 
TION WANTED with future. Experienced in 
wholesale hardware, electrical and mechanical 
manufacturing, construction and motor rewind- 
ing. Some traffic and cost. Private school 
graduate—attended business college. Familiar 


with electrical, radio, automotive, sporting goods, 





References and | 


cutlery, mill supplies, tinware, enamelware and 
builders’ hardware. 10 years’ experience. Address 
oy 104, care of Harpware Ace, 100 E. 42nd 
t. ity. 














WANTED TO CALL, SALESMAN ON hard- 
ware trade and plumbers in Pittsburgh and vicin- 


ity. Full line of plumbing supplies. Catalog. 
Established trade. Address Box E-141, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 











FOUR EXPERIENCED SALESMEN 
WANTED— 


two in the Southern and two in the 
Eastern territories. A leading manu- 
facturer of a staple and basic hardware 
line requires four experienced sales- 
men, preferably with a knowledge of 
and acquaintance in both the whole- 
sale-retail hardware field and the in- 
dustrial field. These men are needed 
to replace men who have been pro- 
moted or shifted to other activities of 
this company. Full time salaried jobs 


—not interested in men seeking side 
lines. All negotiations kept confiden- 
tial. 


eare of HARDWARE AGE, 


Address Box E 137, 
N. Y. City. 


100 E. 42nd St., 














SALESMEN TO SELL SHELLAC—the ideal 
sideline. Sell to paint and hardware dealers. Good 
commissions. Good territory still open. Com- 
plete protection given. Give experience and ref- 
erences. Address Box E-151, care of HarpWare 
Ace, 100 E. 42nd St., N. Y. City. 





NOW CALLING ON WHOLESALE HARD- 


| WARE, MILL SUPPLY, JANITOR SUPPLY 


AND PAINT SUPPLY COMPANIES TO 
HANDLE LUCRATIVE LINE OF _ SANI- 
TARY WIPING, POLISHING CLOTHS AND 
WASTE. ADVISE TERRITORY NOW COV- 
ERING WITH FULL PARTICULARS AND 
CLASS OF ACCOUNTS CALLING ON. AD- 
DRESS BOX E-148, CARE OF HARDWARE 
AGE, 100 E. 42ND ST., N. Y. CITY. 





WANTED: COMMISSION MEN: WELL 
ACQUAINTED with hardware stores in smali 
town, now covering territory every 30 to 60 days 
to sell complete package wood and steel kitchens 
at flat price. Good commission. Territorics now 
open Ohio, Michigan, Penna., New York. State 
fully all particulars, territory covered now in first 
letter. Address Box E-145, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 





REPRESENTATIVES WANTED: ONE OF 
THE largest rivet manufacturers in the country 
expanding sales activity to hardware jobbing field 
on harness rivets and other items. All territories 
open including export. In reply state territory 
covered, companies you now represent, and de- 
tails of your organization. Address Box E-147, 
— of Harpware Ace, 100 E. 42nd St., N. Y 

ity. 


HARDWARE AGE 




















hh 


leal 


»m- 
ref- 
ARE 


LL 
vali 
ays 
ens 


ate 
irst 
ARE 


OF 
try 
eld 
ies 
ry 


47, 
Y. 








__ Reco, SI 


Accounts Wanted | 








ROPE SALESMEN—MANILA ROPE—man- 
ufactured in Philippines where hemp grows. Long 
established trade necessary, 5% commission, side- 
line. Write fully giving references. Address 
Box E-122, care of Harpware Ace, 100 E. 42nd 
S., H.. ¥.. Cia. 


MANUFACTURERS’ AGENTS WANTED. 
A LEADING manufacturer of oil stoves and oil 
heaters can use several manufacturers’ agents in 
Northern and Middle Atlantic States, preferably 
agents with both wholesale and retail following 
including furniture operations. Write details to 

Address Box E-139, care of Harpware AGcz, 
100 E. 42nd St., N. Y. City. 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small! 
light sample case. Positively world’s finest. Call 
on only best concerns. Best Selling season now. 
Address—Dustmaster Corporation, 5210 Produce 
Exchange Bldg., Minneapolis, Minnesota. 











| —s Accounts Wanted | 








YOUNG MAN WHO KNOWS THE hard- 
ware business and who is thoroughly acquainted 
with the hardware jobbers in the Southeast and 
now representing a national corporation desires 
to go in business for himself. Would like four 
or five hardware manufacturers’ lines of merit 
as present plans are to limit lines to a few and 
give real representation to each line. Many years’ 
of successful sales experience and promotion work 
in addition to acquaintance with hardware job- 
bers’ sales forces and house personnel in terri- 
tory will enable him to produce real volume of 
business. Not interested in any second rate 
lines. Best of references. Address Box E-149, 
- of Harpware Ace, 100 E. 42nd St., N. Y. 

ity. 





SALESMAN WELL ACQUAINTED WITH 
RETAIL hardware trade and house furnishings 
in department stores, traveling entire State of 
Texas, desires lines direct-from-factory-to-retailer, 
in connection with present line. Employer will 
recommend. Address Box E-146, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVE 
iS YEARS’ EXPERIENCE, calling on hardware 
jobbers, mill supply trade, and chain stores in 
New York City and Metropolitan area wants an 
additional line of tools or hardware specialties. 
Commission basis. Address Box E-143, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





MANUFACTURERS’ AGENT WELL 
KNOWN AMONG the hardware and mill supply 
trade, can use one additional good all-year line. 
Headquarters in Philadelphia and travels Eastern 
Pennsylvania, South Jersey, Delaware, Maryland 
and District of Columbia. Address Box E-144, 
care of Harpware Aceg, 100 E. 42nd St., N. Y 
City. 





ESTABLISHED, WELL-RATED SALES 
ORGANIZATION calling upon wholesale and re- 
tail hardware stores, lumber yards and building 
material dealers in east central states is in 
position to handle additional volume lines. Manu- 
facturers desiring representation in this territory 
write Box E-29, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 





WILL OPEN A SALES AND display room 
in Wichita, Kansas, about December first and 
cover Kansas and Oklahoma. Desires to com- 
municate with manufacturers to represent them 
in this territory. Am experienced and capable 
salesman and can secure the business. Any good 
lines considered. Address Box E-140 care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 








LINES WANTED. OLD ESTABLISHED 
CHICAGO jobber has outlet for additional lines 
in plumbing, heating engineers, janitor, and build- 
ing maintenance supplies. Address Box E-138, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 








[ Business Opportunities | 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close- 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE: ESTABLISHED HARDWARE 
AND sporting goods business in Illinois; it is 
not only an up-to-date store but a-way ahead of 
the times, practically self-serving hardware and 
a golden opportunity, invoice about $15,000. Ad- 
dress Box E-136 care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 








WELL ESTABLISHED HARDWARE, 
PAINT, ELECTRICAL APPLIANCES, | sup- 
plies and house furnishings, in thriving town of 
5,000, heart of farming section of Southern Tier 
of N. Y. State. For sale direct from owners, 
one of whom is expecting a call to active duty. 
Strictly cash. Stock and fixtures approximately 
$7,000. Established 16 years, no dead stock, no 
brokers. Address Box E-153, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 





FOR SALE: CLEAN, UP-TO-DATE stock 
of general hardware and house furnishings, tools, 
electric and plumbing supplies, stoves, washers, 
linoleum, paints, etc. This is a good, going and 
profitable business in a city of 18,000 population. 
Owner retiring. Fine location and large display 
windows—has been a hardware store for 40 years. 
Inventory about $16,000. Will lease or sell 
building. No trades. Boller Bros. Hardware, 
Corning, N. Y 











100 E. 42nd Street 





HeE ADVERTISED IN THE RIGHT: MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 

A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 

HARDWARE AGE is noted for quick results— 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


New York, N. Y. 
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‘arlton 
Hand Decorated 


Nothing like Carlton Cake 
Savers and Food Cabinets 
to keep foods fresh and ap- 
petizing. Only Carltons 
have the patented edge 
seal that fits tightly to 
keep dust and dirt out and 
moisture in. Available in 
a wide variety of colors 
with hand painted designs 
that attract the women. 
Order of your jobber. 



















The Carrollton Metal Products Co. 


CARROLLTON, OHIO 




















R. MURPHY’S stay-sHarr 
SHELL FISH KNIVES 





NO. 7, PROVIDENCE OYSTER KNIFE: Length Blade, 2%” 


Handle and blade made in 
Rust and germ proof. 


all ster. 


one piece. 


Forged, stainless 
Stock this complete line of 


R. MURPHY’S Stay-Sharp oyster, clam, scallop and crab- 


meat knives. 


The proper knife for every job. 


Write for 


catalog giving details of the complete R. MURPHY’S line 


of quick selling work knives. 


ROBERT MURPHY'S SONS CO. 


EST. 1850 


Ayer, Mass. 


INC, 1913 














Gene" DOMES & SILENCE 


SLIDE SILENT 


- SOFTLY - SMOOTHLY 


SAVE FURNITURE 


i & FLOORS-CREATE QUIET 


Rubber 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St., 


Cushion Glides 


supplied write to 
-) 


N.Y. C. 
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The Dash (—) Indicates that the Advertisement Does Net Appear in This issue 


A 


Acme Shear Co. 
Acme Steel Company 
Aladdin Industries, Inc. 
Allen Mfg. Co. 
All-in-one Cement Co. 
Alter Co., The Harry 
Aluminum Goods Mfg. Co..... 
American Cabinet Hdwe. Corp.. 

American Chaim & Cavie Co., anc. 
American Chain Div. 


American Fork & Hoe Co., The. 
American Gas Mach.ne Co...... 
American Mfg. Co. ........... 


Shearer Mig. Co..... 
American Steel & Wire Co. 
American Thermometer Co. . 
American Thermos Bottle Co. . 
American Turpentine Farmers 
As:oc., Cooperative ........ 
American Window Glass Co..... 
American Wire Fabrics Corp... . 
Ames Baldwn, Wyoming Co.... 


American 


Animal Trap Co. of America. . 
Se “Need hke eee ae 
Archer-Daniels-Midland Co. 

Armstrong-Bray & Co.......... 
Armstrong Brus. Tool Co....... 
GE tb s0ecnddccoces 
Asbestos Textile Co., Inc. 

Associated Mfrs., pee. ro eTery 


Atkins & Co., E. 
Atlantic Blade Corp. 
Automatic Products Co. 
Autoyre Co 


B 
Deets Ga. Ti Wied cacccedes 
Baker McMillen Co. .......... 


Ballonoff Metal Products Co. 
Barr Rubber Products Co. 


Deeweee Ge, Te ccceccecs 
Bartlett Mfg. i -¢eeees 
messi Ge., TRO .ccccccccae 


Behr Manning Corp. 
Bernz Co., Inc., Otto 
Bethlehem Steel Co. 
Binks Mfg. Co. 
Bissell Carpet Sweeper Co. 
Blaisdell Pence! Co. 
Pommer Spring Hinge Co....... 
Bond Electric Corp. 
Boss Mfg. © 
Boston Woven 
Co 





a yy ee 


saaae : A. 8. (Plastic Wood) 
Boyle Co., A. S. (Three-in-One 
SMR kn wa tases ae 


Briggs & Stratton Corp........ 
Prooks & Sons. M. S........... 
DY SA We Misknctcccms-s 
Brown & Sharpe Mfg. 
ee ear 
Rn Iders’ Hdwe. Textbooks..... 
ED Oe 
Bushman Saw Div..... 


Cc 


Calbar Paint & Varnish Co.... 
CHROMO BEG. CB.cccccccccces: 
Carborundum Co., 
Cee Sa... Tee Ree Me ncdccecs 
Carnegie-Ilinois Steel Corp..... 
Carrollton Metal Products Co... 
Casein Co. of America......... 
Champion Hardware Co., The... 
Cheney Hammer Corp., Henry. . 


GCREGSO EOE Oiiccccccccvdces 
Chicago Roller Skate Co....... 


Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co..... 
@ayton & Lambert Mfg. Co.... 
Clemson Bros., Inc...........-. 
Cleveland Chain & Mfg. Co., The 
Cleveland Were Spring Co., The 
Coburn Trolley Track Co..... 
Coleman Lamp & Stove Co 

Collins Co.. 
Columbia Steel Co............ 
Columbian Rope Co........... 
Columbian Vise & Mfg. Co..... 
Congoleum-Nairn Co. .......6s 
Connecticut Valley Mfz. re 
Consolidated Sales Co.......... 
Continental Steel Corp......... 
en en. 2 Cis BN sor eccese 
ReONOGES SOG Cs ccccciresees 
ee Se le! Wks on wks tadcte 
Cycle Tras les of America, Inc... 
Cyclone Fence Co........cccces 


ee Te es hee eu dode sd aa 
PP eeeere 
Dazey Churn & Mfg. Co........ 
De Luxe Clock & Mfg. 
Ye UB ee aaa 
Deniston Co., 
DeW tt Operated Hotels....... 
Diamond Calk Horseshoe Co... . 
Dickson Weatherproof Nail Co.. 
Dietz Co., E 

Disston & Sons, 


Inc., Henry... 
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Dixon Crucible Co., Joseph. 
Domes of Silence, Inc......... 
Dooroscope Co., Inc., The...... 


Draper-Maynard Co. 
du Pont de Nemours & Co., 


Eagle Lock Co......ccccccces 
Eagle Mfg. Co 
Eagle Rule Mfg. 
Ediund Co. 
Edmont Mfg. Co. 
Edwards & Co. 
Elastic Tip Co., 
Eleo Mfg. Co. 
Electric Steam Radiator Corp.. 

Embury Mfg. Co........+2+++:% 
Empire Level & Mfg. 
Enterprise Mfg. Co........... 
Eswing Co., The 
Evans Prods. Co........++++++:. 
Everedy Co., The........-.- 
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F. & N. Lawn Mower Co....... 
Faber Bros. 
Fa rbanks-Morse & Co.........- 
Farrell-Cheek Steel Co......... 
Faweett Publications 
Fletcher-Terry Co. 
Flexible Steel Lacing Co....... 
Flex-O-Glass Mfg. Co.......... 
Florence Stove Co..........+.. 
Ford Motor Co........cscccec 
Fox Shotguns ° 
Frankelite Co. ee 
Frantz Mfg. Co.........++++++ 
French & Hecht, Inc.......... 
Frick-Gallacher 
Frigidaire Div. 


yale Products 
Gardiner Metal Co.... 
General Electric Co 
Clocks 
— 
TO bSekeensdteccescdéaces 
Heatin 
LOMD D.G.cccccccccosvececes 
Wiring Doskics Peer rte TT 
Gephart Mfg. Co..........60+. 
Gibson Good Tools, Inc........ 
Gilbert & Bennett Mfc. Co..... 
Gillette Safety Razor Co........ 
Glass Coffee Brewer Corp....... 
Globe American Corp.........- 
Goodyear Tire & Rubber Co., Inc 
Graham Mfg. Co 
Grand Specialties............- 
Gray & Dudley Co..........+-- 
Greenfield Tap & Die Corp ‘i 
Greenlee Tool Co........+- 
Griffin Mfg. Co. 








Hanover Wire Cloth Co......... 
Hamilton Beach Co........... 
Hamlin Metal Prods. Co....... 
Hanover Wre Cloth Co........ 
Hanson Scale 
Harrington & Richardson Arms 
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0. 
Harris 





Hawkins Co., Th 

Hazard Insulated Wire Works. 
Heckethorn Mfg. & Supply Co... 
Heller & Co., W. 

Heller Bros. (o........+++-4+5 
BP OR., Teccccvcoccvecce 
Hoffman Co., H......-ceceeses 
Hoppe, Inc., Frank A......... 
Horst Univerenl Sales Co....... 
Hotel Benjamin se “aa e6%.e> 
Hotstream Heater 
Host & Worthen mais Corp. 
Huenefeld Co. 
Hiustio® Comp... .cccccccssccces 


Tmperial Bit & Snap Co........ 


Imperial Molded Prods. Corp.. 
Independent Lock Co........... 
Indestro Mfg. Co.......-+..++++ 
Indiana Steel & Wire Co....... 
Ingersoll Steel & Dese. Div 
Borg-Warner Corp. .......-- 


International Harvester Co., Inc. 
International Nickel Co., Inc.. 
Irwin Auger Bit Co., 


Bieta Bek. Gi, bse censciicase 
Jennings Mfg. Co., The Russell. . 
Saas TE. Glievcscssscocads 


K 
Katzinger Co Edward........ 
Keene Mch. Co., D. Brcecseces 
Metes® ME. Obi. ccc ccocveses 
Kester Solder Co............+. 
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Qudex So Adwentirners 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


Keuffel & Esser Co............ 
Keystone Steel & Wire Co..... 
nw Ee eae 
Knapp-Monarch Co. 
K-R-O Company 


Lamson & Sessions Co..... 
Landers, Frary & Clark 
Lead Industries Assoc.......... 
Libbey-Owens-Ford Glass Co... . 
Lincoln Eng neering Co......... 
Lincolu-Schlueter Floor Machin 
he, EO OE re 
Lindsey Light & Chemical Co.. 
Listo Pencil Corp............. 
Lockwood Hdwe. Mig. ee 
Lewe Brothers Company, The... 
Lufkin Rule Co., The........ 





McCormick Sales Co., Inc. (Iron 
GaP TOU) cocposccceccsccs 
McGill Metal Prods. Co........ 
McGuire Co., George W........ 
McKinney Mfg. Co............ 
Macklanburg-Duncan | ae 
Manning, Bowman & Co....... 
Marble Arms & Mfg. Gsiwass 
Markwell Mfg. Co 
DE MOD. Gee as x6 onccsose 
Master Rule Mfg. Co., Inc..... 
Masters Planter Co........... 
Mayes Bros. Tool Mfg. Co..... 
BD. swccdcianccens cb0deciecs 
Merchand se Mart, ee 
Met-L-Top Tables, Inc......... 
Metal Textile Corp............ 
Miami Cabinet oe of The 


Milcor Steel 
Miller, Inc., 
i Ne OE eee 
Minnesota Mining & Mfg. Co.. 
Moore Push Pin C 

Morse Twist Dr ll & Machine Co. 
Mossberg & Sons, Inc., O. F. 
Murphy's Sons Co., Robert. 
Murray Ohio Mfg. Co., The... 
Myers & Bro., The F. Mises 
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National’ SS Sa 
National O1 Prods. Co......... 
New Haven Clock Co., The.... 
Newport BONE. ocnccccsass 


New York Solder Co.... 
Ney Mfg. (o.. The...... tae 
Wiehotnem Pile Co... cccoccccece 
Norcross & Sons, C. S......... 
are 
Norlund Co., Inc., O. A....... 
North American Press, | 
Northwestern Steel & Wire Co.. 

Nu-Tone Chimes, Inc........... 
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OO? GHB, ciceccsccsceces 
Okonite Co., The eseececes 
Owens-Illinois Can Co.. sone 
Oxford Tool C 


Page Seed Co.... 
Pa ne Company, 
Parker Co., Charles.......e.002 
Patent Merely Ge... ccccccccce 
Peck, Stow & Wilcox Co..... 
Peeern Paint O8....ccccccccces 
Peerless Novelty Co...........- 
Perfection Stove (Co............ 
Peters Cartridge Div........... 
so. ee. Sa eee 
Pioneer Rubber Co., The....... 
Pittsburgh Plate Glass Co..... 
Pittsburgh Steel Co............ 
PRON Gb o-6:6040066cvceses 
Plumb, Ine., Fayette R........ 
Plymouth Cordage Co.......... 
Plymonth Rubber Co., Inc...... 
PEOGS FUGRREED 2 occ cccccccss 
Progressive Mfg. Co., Inc... 


Qa 
Quinn Wire & Iron Works. 
R 
Raybestos-Manhattan, Inc. 


Ray- -O-Vae Co. 
Reeves Steel & Mfg. Co........ 
Regina Corp,. The...........+.. 
Remington Arms Co., Inc....... 
Republic Steel Co.........-..-. 
Reynolds W.re Co..........- a 
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Rich Ladder & Mfg. Co., The. 
Richards-Wilcox Mfg. Co cuiste as 
memes Ge, GOGRP Caccccwescss 
Rochester Sash Balance Co., Inc. 
Rogers Isinglass & Glue Co.... 
eR eee 
Royal Electric Co., Inc......... 
Ruby SS GOD 65 06-0:0.6.6.0-050 
Russell, Burds all & Ward Bolt 


Ryerson & Son, Inc., Jos. T... 


s 


Samson Cordage Works........ 
Sand’s Level & Tool Co........ 
Sandvik Saw & Tool Corp..... 
Bavaee ATMS COPPincccccccccs 
Schalk Chemical Co........... 
= SO eee 
eS eR eee 
Schollhorn Co., 
Sentinel Radio Corp........... 
Shapleigh Hardware Co........ 
Sheffield Bronze Powder & Sten 
eil Co. 
CG SORE GIBi cb ic vce cccccss 
Shelby Spring Hinge 
Sherman Mfg. Co., Hi 
8 lex Co. 
Silver Lake Co.. 
Simonds Saw & ‘Steel GBsecccc 
ee. Be, CBs cdcdicccccece 
Skilxaw, Inc. 
Cee NO Oia os ce ccccccce 
Smith, Inc., Landon P......... 
Smith & Corona 
ee a Per ree 
Socony- Vacuum Oil Co......... 
SOEED ESD. Odi. .ciesccecess 
MUSCGwOD MGB. OCOisecceccscosce 
Stampit Corp. 
Standard Fence Co............ 
ME -dWu gee eles a dees 
Stanley Works, ‘The.......... 
eae & Oe B Goicccasscs 
Stevens Arms Co.. J........... 
Stewart Iron. Works Co., Inc., 
BOD secs cccwccecwvowesseeves 
Superior Fastener Corp........ 
Swing-O-Way Steel Prods. Co... 


Syncro Devices, Inc........... 
T 

Tamms Silca bag WErrer errr ree 

Tate Oe., Ths. This ccccccices wee 





Taylor ieee Companies. 
Tennessee Coal, Iron & Railroad 
Co. 





Testor Cement Co..........-.-- 
Fhompson & Son Co., The Henry 
G. 





Townsend, B. Wa. ccvescccccscce 
Trico Fuse Mfg. Co...........- 
Tripleware ..cccccccsccce ° 
Triplex Screw Co., The 
Tru Test Marketing & Merchan- 

dising Corp. 
Tubular Rivet & Stud Co...... 
Turner, Day & Woolworth Han 

GD GO. 00 6h be0csecsksedcces 





Union Hardware Co...........- 
We Be GORE Gc ccccasvccccce 
Oo Bg aeererre rrr 
Utica Dron Forge & Tool Corp. 
We MR: CBiccccctcvevcse 





Vv 


Vaughan & Bushnell Mfg. Co.... 
Vaughan Novelty Mfg. Co., Inc. 
Vent-A-Hood Co., The.... - 
Vita-Var Corp. .......... 
Vichek Tool Co., The...... 





w 
..  - 3: Vere 
Watt Meme Werks... ccccccccccs 
Wappat, Pred W....cccccccees 
Were BEG. Gio vcciscaccecscs 
Warren Telechron Co nee 
Warset Teel Geis cic ccccccic 
Warweed Teel. O0.,....ccccces 
Washburn Co., The..........++- 
WOEme VOIR Cie c dccccccsccee 
Westclox 
Western Cartridge Co.......... 
Western Cataphote Corp....... 
Western Wire Prods. Co........ 
Westerns BEB. CO... ccccccesses 
oe Electric & Mfg. 
Wickwire Brothers, Inc.. 

Wickwire Spencer Steel Co. oars 
Winchester Repeating Arms Co.. 
Woodruff & Sons, Inc., F. H... 
Wooster Brush Co............. 
Wr-ght Steel & Wire Co., G. F. 
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Yale & Towne Mfg. Co., The.. 
Youngstown Pressed Steel Div.. 
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of Champions 












Each one a 
WINNER 
For Dealers In 
SALES 
PROFITS 
SERVICE 


No. 101 


cHICAGo => SCOUT 


FLYIN 


Roller Skates 





"CHICAGO" Roller Skates have 
everything dealers look for in a 
successful seller. Demand thru 
National Advertising. A profit well 
deserved and quality that gives 
their customers more service per 
dollar. 


Sell More — Make More — 
Build More. Investigate 
"CHICAGO" TRIO Today! 








CHICAGO ROLLER SKATE CO. 


World's Greatest Roller Skates for Over 40 Years 














Users everywhere know the advertised 
Gardiner trade-mark as a sign of highest 
solder quality. Display the famous 
Gardiner Repair-All Kit and you'll 
win the cream of the big home mar- 
ket. Ask your jobber for prices and 
details. 


ardiner = 
[METAL CO. aa a 











GENUINE AJE' 
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PRODUCTS 


OF , v) > VA 
OAandard ——- 


cf 





BARN EQUIPMENT 
Cattle Stalls, Stanchions, Pens, Water 
Bowls, Milking Stools, Feed Carriers, 
Feed Trucks, Litter Carriers, Cork Brick, 
Steel Columns, Ventilation, etc., etc. 





Established 1879 


atso HAYING TOOLS anp 
A HARDWARE SPECIALTIES 


*‘Guaranteed to satisfy the user’ 
= THE NEY MFG. CO., CANTON, O. 


i BRANCH HOUSE 

















COUNCIL BLUFFS, IA 
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KEEP WITHIN YOUR GRASP 
THE POWER TO REGULATE THEM 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPT. | 


Is designed to help you do this—It will address and mail your Catalogs, 
Booklets, Circulars, Letters, Broadsides, Post Cards, etc., with maximum 
effectiveness, due to all names and addresses being verified and corrected 
right up to the minute of addressing and mailing, to all or part of the 
following lists:— 


483 Shelf Hardware Jobbers in the United States. 


150 Heavy Hardware Jobbers in the United States. 
These are in addition to 373 Shelf Hardware Jobbers who i 
andle heavy hardware.) 


10292 Major Hardware Retailers whose sales exceed $30,000.00 
annually. 


5737 Intermediate Hardware Retailers whose sales are between 


$20,000.00 and $30,000.00 annually. 


18448 Minor Hardware Retailers whose sales are less than $20,000.00 
annually. 


10355 Builders’ Supplies Dealers. 
1010 Department Stores handling Hardware and Housefurnishings. 





Write for Prices and other Details. 


HARDWARE AGE 


DIRECT MAIL ADDRESSING DEPT. 
100 East 42nd Street - ~ New York, N. Y. 


HARDWARE AGE 
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Bond 99c to 98¢ Holiday Offerings pea : 
Glove-fitted to Great Portion Pensa 
of Big Seasonal Market | 


very Christmas shopper’s list contains names of friends to 
be remembered whose presents must come within the less- alos 
# 







































than-a-dollar price range. In total these sales account for a vast 
proportion of purchases. Yet each of these gifts must be highly ac- 
ceptable—no trash will do. Here are great Christmas-gift prob- 
lems to be solved ... here is a big, profitable market to be sold. 


The Bond 1940 Christmas flashlight assortment, thoughtfully selected 
* and brilliantly presented, is right “tin the groove” for you to collect a 
generous share of this business. It enables you to meet this situation 
completely, because: 
1—Every light, in the attractive selection of 18, retails—complete with 
batteries—in the 59c to 98c range. 
2—Every light is a highly attractive piece of merchandise—a satisfaction 
to give and to receive. 
3—Every light meets the vital requirement of this market—a gift that, 4 
though low in price, is a. thing of beauty and of real service—just 
what every buyer is seeking. 


nv) come, compellingly displayed, in the new 
} 1 CHRISTMAS UOUr Flashlights 


ASHLIGHT BAR [Chee 


A Christmas-gift shop that takes less than 2 square feet of your floor 
space and yet instantly suggests the right answer to many a gift problem. 
It immediately sets in action that buying impulse that accounts for the 
major volume of retail store sales. 

The Bond Christmas Flashlight Bar is built on the same merchandising and 
display principle as the record-setting Bond Vacation Display, which achieved 
the phenomenal result of a sell-out within seven weeks. Its selling power, 
therefore, has been positively proved. 

This Christmas Bar is yours, ready for big business in your store, FREE with 
your purchase of the Bond No. 81 Christmas Flashlight Assortment. This 
Assortment comprises just 18 carefully selected Bond 1941 Price and 
Style leaders—chosen to give attractive —— - — _ — num- fpome 
bers—and 96 Bond No. 102 molded plastic seal Super Power batteries. 

Here’s a complete selling display and a real sales-making selection ASSORTMENT No. 81 - oe 
that should be in every store this Christmas season. These 18 flash- Total Retail Value . $20.16 | a 
lights include a selection of full 22k copper, chromium plated and three 
colors of handsome “rock crystal” finish—royal blue, lustrous black, Suggested Dealer Price 13.44 eo 
vivid red. 

Ask your jobber’s salesman to see that you are on the early-bird list $6. 72 . . Dealer Profit 
for this great merchandiser. Better do it TODAY. 
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é BOND ELECTRIC CORPORATION 
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NEW HAVEN, CONN og i ley clonal as SAN FRANCISCO, CALIF. 





OCTOBER 3, 1940 


1843-Suppueiats MNETY SEVEN YEARS OF HONORABLE SERVICE-1940 
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1x October 1843-1940 
\ (2) 97 YEARS OF PRroarREss 


SERVICE 
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